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“ Tell me something interesting,” said the Small Boy. 
“ll tell you,” said Mr. Punch, “ one of the most 
interesting things I know. Can you count up to one million seven 
hundred and sixty thousand? Don’t interrupt! ... A man I 
know says all that many people read PUNCH.” 

“Coo!” said the Small Boy. “ What a lot!” 

“ Wait!” said Mr. Punch. “ Another man I know thinks that’s 
less than half the story. He makes it five and a half million.” 
“Wow!” said the Small Boy. “ Which is right?” 

“ Both, perhaps!” said Mr. Punch. “ It all depends where 

you find your readers. Now, do you read PUNCH ? ” 

“ What, on my pocket-money ?” cried the Small Boy. 

“Mind you, when I see a copy, | bag it!" 

“That's rather what I mean!" said Mr. P. 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘PUNCH’, 10 BOUVERIE STREET, LONDON, E.C.4. "PHONE: CENTRAL 9161 
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Billposting In 
The South 


Sin —It is most unfortunaic 
that our northern friends have 
carried away such a poor jmpres- 
sion of the standard of maia- 
tenance of London poster sites. 

As one with a fair knowledge 
f London poster sites, and not 
irectly connected with their 
wners, I hasten to the defence of 
he majority of London bill- 
osters against the very few 
ffenders. 

It is noted that our visitors 
ained their impression when 
assing through London and in 

me cases staying for a brief 

riod to visit the Festival of 
ritain exhibition. So it would 

m correct to assume that, at 

most, they observed some of 

e sites of approximately ten 
f its 50 billposters and, un- 

ckily, found a black spot or 

0. 

It should, however, be remem- 

red that many of the London 

tes are temporary structures 
vering ugly blitzed spots, and 

Ba the majority of these are in 

the central area where, doubtless. 

Our visitors tarried and observed 

most, 

' It would be interesting to 
now whether Mr. _ Eastick’s 
tered opinion (October 18), 
ter returning from his northern 
spections, was based upon 

London as a whole and how 

many of its 50 billposters he 

faults. 

Whilst there is no desire to 
defend the backward London 
billposters, or to detract from 
the fine job done in Glasgow, 
Edinburgh and Newcastle, it 
should be remembered that the 
number of sites and billposters 
covering each of these latter 
towns is few as compared with 
those in London. Maybe there 


are other hidden reasons pesulies 


TO THE 


LETTERS 


EDITOR 


to certain towns, where more 
prompt action can be taken. 

Some of the finest examples of 
sites and site maintenance can 
be seen in London, and in my 
opinion it is unjust to make a 
general condemnation unless it is 
based on an inspection of ap- 
proximately seven days. 

H. FOLKES. 

19 Westwell Road, 
London, S.W.16. 


Circulation Of 
Poster Stamps 


Sir,—In regard to recent corre- 
spondence on “Poster Stamps,” it 
is particularly interesting to us 
to read that the first poster stamps 
were issued in connection with the 
1851 Exhibition, since this Fund, 
with the co-operation of the Festi- 
val Authorities, has recently spon- 
sored a series of poster stamps 
commemorating the Festival of 
Britain, 1951. These are being 
sold both as units and as a series 
for which an album-cover is pro- 
vided. 

Our scheme was devised only as 
a short-term appeal roughly coin- 
cident with the Festival period, 
but the circulation achieved to 
date is over 373,000. Other cir- 
culation figures. where poster 
stamps haye been sold for various 
causes would be interesting. We 
understand that the 2s. 6d. and 1s. 
stamps sold on behalf of the 
Prince of Wales Hospital Fund in 
1897 raised £34,000 for a group 
of London hospitals. Does any- 
body know the figures of stamps 
of each category which produced 
this sum? It would likewise be 
of considerable interest to know 
if any of the 1851 Exhibition 
stamps are still in existence. 

ALLAN C. JAY. 
Assistant Secretary. 
Greater London Fund for the 
Blind. 


Inquest Wanted On 
Govt. Advertising 


Sirn,—I feel sure your leader- 
writer is right in speculating upon 
“alterations in the approach to 
publicity” in Government depart- 


ments (October 11) but if the 
claim that “good results” have 
been proved beyond doubt can ve 
substantiated, the new Govern- 
ment may make greater use of 
advertising. 

The wise course would be to 
start with an inquest on the cost 
and the results and the methods, 
perhaps even from 1940. Such 
an inquiry should teach us all 
something, and would, I believe, 
result in better, if not more, 
Government advertising, much of 
which has, in these years, been 
indifferent and wasteful, owing 
largely to too much interference 
and dictation by people in auth- 
ority without experience and 


aptitude, 
T. C. ELDER. 
Industrial Publicity 
Service Ltd. 


Set The Artist Free 


Sir,—1 agree with Mr. Quetton 
(October 18) that most good crea- 
tive advertising results from the 
closest collaboration of a team, 
but the question arises: “Who is 
best as leader of that team?” 

Some of the best advertising is 
produced by free-lance artists 
given only the client’s problem 
and freedom to express their 
answer. 

Success is achieved because 
these artists always bear in mind 
the fact that their work musi sell 
the goods and consequently (in 
order to get it even “looked at”) 
it must have arresting visual ap- 
peal. These artists are really the 
leaders of disconnected teams. 
With a mighty swing they start the 
ball rolling in the right direction 
and then other members, copy 
and media men, etc., who are 
probably on the agency staff, 
guide it correctly to the target. 

I feel that there must be many 
agency employed artists who 
would be giving their best and 
perhaps Britain's best if they had 
similar freedom to those already 
at the top. 

Let the good creative commer- 
cial artist come in at the start. 
Let him create or if preferred 
“make up” new ideas and presen- 
tation. Let him put a “new face” 
on the mediocre section of 
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British advertising and then the 
business man who has to sell his 
goods, and the agent who has to 
sell them for him, will both suc- 
ceed and benefit. 

RONALD F. SILK, 
Trowbridge Pritchard & Co., Ltd. 


On The Level 


Sirn,—In reply to C. G. 
Quetton’s article (October 11) 1 
must come to the rescue of 
another “real pillar’—not of the 
agency but of advertising. This 
pillar is the advertising manager. 
Mr. Quetton advocates that the 
account executive should have 
director status “ . so that he 
can meet clients at the oe (or 
most effective) level. The 
advertising manager is not a 
director, but even so he has no 
objection to meeting the account 
executive and identifying him 
with the agency, whether he be a 
director or not. 

If Mr. Quetton means by “the 
right level,” a member of the 
client's board, then I feel sure that 
any ad. manager worth his salt 
would have a word to say. Sup- 
posing a company’s selling, com- 
mercial or shipping agent felt it 
should deal directly with the 
board, can you imagine the flow 
of invective which would as- 
suredly come from the sales man- 
ager? 

It is as well for the agency to 
remember that the account worth 
having usually has an ad. manager 
attached to it and that man jis the 
best account executive any agency 
could have on that account. Con- 
versely the finest service any 
agency can give a client is an 
account executive who lives, eats 
and sleeps the product. Then, of 
course, he’s an ad. manager! 

Let us leave the directors to 
direct and the executives to 
execute, and let us not be fanciful 
in our label = 

HACK, 


H. 
J. Collie & ‘on Ltd. 


ORFOLK STUDIO: 


24, BRIDE LANE, LONDON, E.C.4. Tel. CENTRAL 3/72 
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STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., TOWER HOUSE, SOUTHAMPTON STREET, LONDON, W.C.2 TEMPLE BAR 4363 (40 lines) 
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VOGUE'S 


IST BRITANNICA NUMBER, LAST FEBRUARY 


stores devoted 


Oo window and departmental displays to the Britannica theme 


“VOGUE'S 


Ino BRITA NNICA NUMBER, “FEBRUARY, “1952 
e<3 i willl have . Fe ~ 
“i Poy : | 
More editérial pages than usudl-= 
Again, nation-wide store covopppatian——with important prémotions : 3 
on. earlier spring buying, giving am extra month for spring selling : 


Don’t miss this-tssue. for ready-to-wear, fubeie, shoe, accessory and beauty advertising 


THE CONDE NAST PUBLICATIONS LTD., 37 GOLDEN SQUARE, LONDON, W.! 
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Churches To Launch Campaign 


On Commercial Seale 


PRESS ADS., POSTERS, CINEMA 
SLIDES, AND EXHIBITIONS 
Ppzcueans with 40,000 leaflets, 7,500 posters, 5,000 badges, 


slides for hundreds of cinemas, and strong 


editorial publicity, 


a campaign for the Bishop of St. Alban’s Seven Churches appeal 
has been launched with all the impetus and resources of a 
pub- 


large-scale commercial 
licity drive. 


“If the average business man 
showed the same sense of the 
value of publicity as some of the 
top parsons, like the Bishop and 
Deans, the way of publicity 
people would be made much 
smoother” says Claude Sim- 
monds (director, Winter Thomas 
Co., and managing director of its 
associated company, Editorial 
Services) who, as _ publicity 
adviser, has planned and created 
the whole campaign. 

Symbol of the campaign, and 
used throughout on publicity 
material, is a trowel, incorporat- 
ing the figure 7, against a white 
cross silhouetted on a light blue 
background. The designer was 
Emsley, an 
artist on the 
staff of 
Winter 
Thomas, 
which, with 
its associa- 
ted com- 
panies, was 
responsible 
for the 
posters. 
leaflets, and 
other pub- 
licity 
material. 

“Churches 
are points 
of sale” was Mr. Simmonds’; 
striking phrase in discussing the 
distribution of these posters, 
numbers of which have also been 
taken for exhibition in factories 
by industrialists linked with the 
campaign. 

First Press advertisements will 
appear in all Bedfordshire and 
Hertfordshire papers next week, 
and it is hoped to have at least 
three more in the present phase, 


Claude Simmonds 


which should last about six 
months. 

For Press publicity purposes, 
Editorial Services have a repre- 
sentative at the diocesan offices 
at St. Albans, to help the papers, 
particularly the locals, with 
facilities and information. 

Already one-quarter of all the 
cinemas in the diocese have 
agreed to show slides free and to 
allow collections to be held. 

A fund has been raised, 
through the generosity of a few 
individuals, to set the campaign 
in motion, but it must subse- 
quently “pay its way.” 

The campaign will be officially 
launched at a service in the St. 
Albans Abbey on Saturday. As 
the new churches are intended to 
meet the spiritual needs of hun- 
dreds of thousands of new resi- 
dents, many of whom come from 
London, the Lord Mayor of 
London will speak at the service, 
which will be attended by the 
Sheriffs in state, the vice-chair- 
man of the: London County 
Council, and the mayors and cor- 
porations of other authorities. - 
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Poster for the campaign 
ODD SP@T 
of Northern 
Ireland’s Committee on Shops 


Legislatio 
the sale of newspapers should 


TEST MARKET 
FOR LONDON 


Addressing the Hertfordshire 
and Bedfordshire Advertisement 
Executives Association, Leslie 
Bird, of Service Advertising Ltd., 
stressed the importance of re- 
search in advertising. 

Mr. Bird described the part 
played by local newspapers in an 
advertising campaign, and said 
that the area served by the Hert- 
fordshire and Bedfordshire news- 
papers would be an extremely 
good test market for the London 
area. 


To Report On 


Incentives 

A meeting organised by the 
newly-formed Incentives Com- 
mittee of the British Federation 
of Master Printers was attended 
oy some forty firms operating or 
interested in work measurement 
schemes. 

The Committee has been 
authorised to call any meetings 
thought necessary, and, after it 
has reported, a revision of the 
Federation's machinery will be 
considered, 


Give Newspapers 
For Christmas 

The Times Pictorial of Dublin, 
Ireland’s picture paper, has insti- 
tuted a gift subscription scheme. 

Tokens may be purchased for 
5s. and cover three months post 
free delivery to any address in 
Ireland and Great Britain. 
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OUTDOOR MEN 
MEET PLANNERS 


Talks Help To ‘Clear 
The Air’ 


There will be no _ indis- 
criminate banning of posters 
and other forms of outdoor 
advertising by the Manchester 
Corporation. This assurance 
is given by Alderman H. 
Lomax, chairman of the Town 
Planning Committee. 

Following a meeting last week 
between representatives of the 
committee and members of the 
Outdoor Advertising Industry 
Advisory Committee, Aldermaa 
Lomax told ADVERTISER'S 
Weekty: “As a result of the 
meeting the Town Clerk, city 
architect and city surveyor, who 
were present at the discussions, 
have been asked to prepare 
reports for submission to the 
next meeting of the Town Plan- 
ning Committee. I am _ very 
pleased that we had the meeting 
as it cleared the air and we were 
able to voice our policy. The 
Outdoor Advertising Advisory 
Council representatives dealt 
mainly with overhanging signs. 
They put forward their case in an 
exceptionally good way and 
seemed satisfied at the results of 
the meeting.” 


‘Not Against Posters’ 

Alderman Lomax said _ the 
Corporation, concentrating on 
one district at a time, were 
tackling what he described as 
“some of the worst type of 
hoardings which have been put 
up and should never have gone 
up at all.” 

He added, “I should not like 
anyone to get the idea, though, 
that we are against outdoor ad- 
vertising. As a printer I am an 
advertising man myself, and I 
have intimated to the committee 
that advertising is an industry 
which is recognised by the 
Government and should be 
helped as much as possible. 

“But the fact remains that dur- 
ing the last few years and, par- 
ticularly during the war, hoard- 
ings have been put up on blitzed 
sites by advertisers who have 
come along, in one or two cases, 
simply to further their own 
business. 

“The committee are out to 
help in every possible way and, 
at the same time, to achieve 
balanced advertising in the city, 
and that, I think, is what the ad- 
vertising people want.” 

Alderman Lomax said that 
after his committee had had an 
opportunity of studying the 
reports which are to be prepared 
by the three officials the Outdoor 
Advertising Industry Advisory 
Committee would be approached 
with a view to a further meeting. 
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‘Balanced Advertising’ Is Manchester’s Aim 


Another new recruit to poster advertising. Competition for sites 1s 
getting heavier following recent entry into this field of Biro and Wall's. 
Among the sites Greenly’s Ltd. have found for Velvet Crepe Paper 
Co., Ltd., is this one in the Strand Festival Garden. Other central 
London positions are being used, as well as escalator and lift bills 


and bus sides. 


Winter Lights: Ministry 
Ease Ban For Traders 


A limited amount of lighting 
in shop windows and at entrances 
to restaurants, hotels and places 
of entertainment came into opera- 
tion on Monday as a result of a 
permit licence issued by the 
Ministry of Fuel and Power. 

The effect of the licence is that 
during the period when adver- 
tisement lighting is not permitted 
(that is from 7 a.m. to 7 p.m. 
on Mondays to Fridays, until 
April 4, 1952) from sunset until 
the premises close, a_ limited 
amount of lighting may be used 
to show that premises are open, 
te light shop windows, and to 
illuminate menus and entertain- 
ment programmes, 

Total power used must not 
exceed, in the case of a shop, 
100 watts, or, if greater, 14 watts 
per square foot of the floor area 
of the shop windows, and, in the 
case of other premises, 100 watts 


for each entrance used by cus- 
tomers, 

The consumers’ organisations 
have undertaken that equivalent 
economies will be made inside 
the premises to compensate for 
any additional lighting used 
under the licence, so that no 
extra load will be placed upon 
the supply system. ‘hey will 
recommend their members to dis- 
play notices explaining that these 
savings are being made. 

The prohibition on the use of 
electricity supplied by an area 
board for other forms of adver- 
tisement lighting between 7 a.m. 
and 7 p.m. on Mondays to 
Fridays and the restrictions on 
the total wattage of lamps used 
in shops, hotels and places of 
entertainment remain in force. 


The Arvin “De Luxe” electric dry 
shaver, is now being retailed in a 
new case, the “Wind-a-Pak.” 


NO LARGE SCALE 
CHALLENGE, 
SAYS LS.B.A. 


There is still no evidence of 
large scale challenges of adver- 
tisement sites by local planning 
officers, states the October news- 
sheet of the Incorporated Society 
of British Advertisers. 

“Local planning authorities 
have, in general, been so recep- 
tive to the view-point of the out- 
door advertising industry that it 
is now only on rare occasions 
that they fail to reach agreement 
with the representatives of the 
Outdoor Advertising Industry 
Advisory Committee on the 
demarcation of an area of special 
control,” it is stated. 

“Cambridge is, unfortunately, 
one of the exceptional cases, the 
difference in opinion arising out 
of the insistence of the Planning 

fficer on including certain 
purely commercial districts.” 


atecn you SCC 
in LAUGHTER 
PARADISE 


A shock-headed little man who 
roars and shakes with laughter 
sits on top of this Associated 
British Pathé van which publicises 
the film “Laughter in Paradise.’ 
Two loudspeakers provide the 
mirth, operating from a disc and 
turntable. 


‘One Glance—And Posters Register’ 


The difficulties of finding an 
alternative to outdoor advertising 
without increasing distribution 
costs is commented. on in an 
article by J. EE. Busfield, 
M.I.Mun.E., in the Municipal 
Journal. 

After referring to “the great 
strides which have been made in 
the past 25 to 30 years,” he con- 
tinues: 

“It would anpear that posters 
are now devised with the aim of 
being capable of absorption by 
the passing motorist without de- 
flecting his attention from driving 
sufficiently to cause danger to 
road safety. A quick glance out 
of the corner of one’s eye, with- 
out a second look, is claimed to 


be all that is necessary for a 
well-designed poster to register 
its message to the passer-by. 

“There is, without doubt, 
something in this argument. But 
the trouble is that quite often 
there are several posters on a 
hoarding side by side, and more 
than a quick glance is needed to 
note them all. 

“From the point of view of 
road safety, highway authorities 
in general do not favour adver- 
tisement hoardings. 

“Road safety is one of the main 
factors in determining the siting 
of hoardings. The second factor 
is the question of amenity, and 
for this reason they should not 
ordinarily be allowed outside 


villages and built-up areas. They 
need not, however, be barred 
from country areas altogether. 
for commercial outdoor adver- 
tising is of service to the public 
as well as to the advertiser. 

“Outdoor advertising plays its 
part in the country’s economy. 
As such, it cannot be confined 
entirely to our towns and urban 
areas, 

“Everything that prevents an 
efficient outdoor advertising ser- 
vice involves alternative means of 
securing an adequate distribution 
of goods, which probably being 
more expensive, adds extra cost 
to those goods which must be 
paid for by the public.” 
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New Medium 
For Film Ads. 


A new advertising medium is 
proving a great attraction in 
Ireland in such places as railway 
stations, airports, and sports 
arenas, 

It is the Telatiser, a self-con- 
tained cabinet projector for show- 
ing 16 mm. sound film auto- 
matically on a 21 in. x 28 in. 
screen in either daylight or arti- 
ficial light. 

Giving a continuous perform- 
ance of any film or series of films 
lasting, from start to finish, 45 
minutes, it operates off any 
electric point. Films can be 
shown at sound or silent speed 
merely by pressing a switch. 

It is intended to place these 
machines at all principal railway 
stations in Ireland as they be- 
comte available. The complete 
programme, which is comrosed 
of a series of advertising flashes 
featuring local firms, an Esso 
cartoon, and a_ newsreel, is 
changed each week. 

Hardiman’ Enterprises, 62 
Middle Abbey Street, Dublin, are 
the Irish agents. 


RG) 


Whitworth To Speak 
In Dublin 


Alan Whitworth, Director of 
the Incorporated Society of 
British Advertisers, will be the 
guest speaker at a conference 
and luncheon which has been 
arranged by the committee of 


. the newly formed Association of 


Advertisers in Ireland on Novem- 
ber 6, at the Metropole Hotel, 
Dublin. He will discuss the 
develorment and achievemenis 
of LS.B.A 


SURVEY SHOWS ‘SMALLS-BY- 
DISTRICT’ A SUCCESS 


Interesting conclusions have emerged from a classified 
advertisement promotion investigation conducted in three 
areas by the Wolverhampton Chronicle in connection with a 


new feature, “Smalls on the Spot,” 


on a district basis to facilitate 
readership. 

In addition to investigating the 
desirability of such a re-classifica- 
tion, the inquiry sought to dis- 
cover: 

The approximate return in 
classifieds from a given num- 
ber of houses in a_ given 
district; and the degree of 
success ‘which a_ personal 
house-to-house canvass would 
have with people who had 
never used classifieds. 

Of the three areas chosen, the 
first was a municipal housing 
estate of mixed character, ranging 
from “new slum” to respectable 
working class; the second, an 
old-established residential area; 
and the third a district of the 
best residential type. 

The results were as follows: 


which re-classifies “smalls” 


people are more ready to adver- 
tive than older people. Age brings 
a more settled outlook on life 
which people are reluctant to 
change. They hold on to things 
they possess, whether they are 
useful or not. 

In the better districts, people 
have a better appreciation of the 
use of “smalls” advertising than 
people in poorer districts, but in 
many instances are very much 
against advertising unless the 
address is eliminated and a box 
or telephone number inserted 
instead, 

Any promotion of “classified” 
in the direction of the poorer 
districts should be aimed at 
clearing away the timidity with 
which the less-well-educated type 
of person views any transaction 


Number 
of 


houses 
canvassed 


Contacts 
made 


Ist Area 820 
2nd Area 1,080 
3rd Area 960 


Taking the tests as a whole 
(states L. J. Stallard, advertise- 
ment manager, Wolverhampton 
Chronicle), the following conclu- 
sions can be drawn: 

Education plays a large part in 
a person's approach to small 
advertising. 


Generally speaking, younger 


which involves a visit to an 
office. They tend to be awed by 
surroundings. 

The general promotion level of 
advertisements which existed in 
districts appeared to be nearly 
12 per cent of which 60 per cent 
came from neople who had never 
advertised before. 


ADVERTISER'S WEEKLY 


Advertiser’s Weekly —2.000th Issue 


‘Important Contribution 


To Advertising History’ 
MESSAGE FROM SIR MILES THOMAS 


“As President of the Advertis- 
ing Association, I am confident 
I shall be speaking for everyone 
engaged in or concerned with 
advertising when I extend to you 
my sincere congratulations on an 
outstanding achievement. ‘Adver- 
tiser’s Weekly’ has, without ques- 
tion, made a most valuable 
contribution to the development 
of British advertising during 
more than thirty-eight years in 
which it has published no fewer 
than two thousand issues. 

“The primary function of a 
business publication or trade 
journal is service to the interests 
with which it is associated. I am 
conscious that advertising has 
been singularly fortunate in this 
respect. ‘Advertiser's Weekly’ has 
not been content to watch the 
course of advertising history but, 
fortunately for the advertising 
business, has itself made an 
important contribution to it. 

“Its well-informed and stimu- 
lating editorials have helped to 


@ How ‘A.W.’ Was Launched— 


support as well as to encourage 
movements for the betterment of 
advertising and those employed 
in its several branches. 

“Its vigorous pursuit of mis- 
sionary ideals has only been 
equatled by its staunch support of 
those organisations and indivi- 
duals who have been responsible 
for so many of the great 
advances that advertising has 
made throughout a period that 
kas been interrupted by two 
World Wars. 

“I feel I can speak with com- 
plete confidence both for buyers 
and sellers of advertising space 
in thanking the directors and all 
those connected with the produc- 
tion of ‘Advertiser's Weekly’ for 
the services they have well and 
truly rendered, for the consis- 
tently high character and quvality 
of their journal and for invariably 
upholding the highest traditions 
of journalism. 

“We wish you, all of us, very 
well for the future 


@ Some 1932 Predictions— 


Something to laugh about! 


Left to r., seated, E. J. O'Brien, W. J. 


Chappell, and Reeves Shaw. 


Present For ‘Blighty’ Chief 


The staff of Blighty gathered at 
the Wellington restaurant, Fleet 
Street, to make a birthday pre- 
sentation to their managing 
director, W. J. Chappell, of a desk 
clock. 

By coincidence the date fell on 
the day of the company’s annual 
general meeting, at which the 
report of the year’s trading on the 
circulation and advertis.ng side, 
gave additional cause for celebra- 
tion. 

Short congratulatory speeches 
were made by Reeves Shaw 
(editorial), Mrs. Willcox (adver- 
tising), and E. J. O'Brien (publish- 
ing). In his reply Mr. Chappell 
thanked all present not only for 
the gift, but also for loyal sup- 


port and fine team-work-through- 
out the financial year, To show 
all-round progress in such diffi- 
cult times was, he emphasised, a 
great tribute to every department. 


Lancashire L.S.B.A. 


Winstan Gordon, president of 
the Display Producers and Screen 
Printers Association, chairman 
and managing director, Gordon's 
Associated Companies, will ad- 
dress Lancashire Section of the 
Incorporated Society of British 
Advertisers at the Engineers’ 
Club, Albert Square, Manchester, 
on November 1 on “Advertising 
for Profit.” 
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This is the display outer for the new 
Bounty bar. 
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MARKETING NEWS AND TRENDS 


Bounty: Mars Introduce 
‘Unique Taste’ Product 


Following closely on the re-introduction of 


Mars Ltd. 


are introducing an entirely new product to be known as Bounty. 
This is a soft creamy coconut bar coated with full cream milk 


chocolate. Each sixpenny 
will contain two bars. _ 
Research work for the introduc- 
tion of Bounty has been going on 
for the last two years. Mars are now 
confident they have produced some- 
thing with a unique taste—quite an 
important factor in the confectionery 
market where there is available an 
ever increasing variety of products. 
Publicity plans are not yet com- 
pleted but the advertising will be 
handled. by Young & Rubicam Ltd. 


PRESS PLANS AND PROSPECTS 


Extra Planes Will Aid 
Election Sales Spurt 


RINT time for the nationals is being extended by an hour to-night 


for general 


election results. Twenty special planes will be flown 


from Northolt and Croydon, as part of the distribution scheme. 

Pre-election sales have not reached expectations, despite numerous 

features and - —— 
service. 

* * * 

Speaking of the drop in sales 

since the — price increases at 
r 


the Gillingham branch of the News- 
agents Federation dinner, W. O. 
Birkbeck (News Chronicle circula- 
tion manager) said that 750,000 was 
a fair estimate of the total sales 
lost by all the national oe He 
commented: “But with a good 
sales service and a good news 
service = can a through.” 


After devoting its entire front 
page to classified advertisements 
since it was founded 82 years ago 
the Belfast Telegraph changed to 
front page news this week. The 
two ears are retained and an 8 in. 
d.c. display ad. occupies the 
bottom right hand corner of the 


Page. 

An editorial in Monday's issue 
stated: “This change in make-up, 
we feel, will meet with a popular 
reception, enabling the first priority 
news of the day to be seen at a 
glance without opening up the 
paper.” 

* * > 


The Scottish Council of the 
National Federation of Newsaeents 
are sending a letter to Hulton’s 
expressing strong disapproval of the 
Scottish wholesalers’ refusal to 
handle the first four issues of Girl 
on a sale or return bas‘s. It is 
understood that Hulton’s do not 
intend to intervene in the dispute 
at present. 

The main Scottish wholesalers, 
Menzies, have definitely refused to 
accept Girl on a sale or return basis. 
It is not yet clear whether Holmes, 
the other large Scottish wholesalers, 
will handle returns. : 

One delegate at the Scottish 
Council meeting said it was regret- 
table to hear of th’s lack of co- 
operation by the Scottish whole- 
salers which “hampered the news- 
agents in giving the support to 
Hulton Press which was desired and 
deserved.” Another said the feeling 
of his branch was that Menzies 
should be compelled to toe the line. 


Amalgamated Press announced 
another gift issue of School Friend. 
Every copy on sale October 31 will 
contain a free 20 page birthday 
book. his special issue will be 
nationally advertised through leaf- 
lets, posters and the Press. 

¥ ~ * 

Topix, the Catholic comic spon- 
sored by the Archbishop of Boston 
is being published for Ireland, Eng- 
land, Scotland and Wales _ by 
Grafton Publications, Dublin. With 
28 pages it sells at 6d. 

* * *- 

An appeal for greater unity in the 

trade was the theme of a speech by 


Experiments with Christmas 
gift subscription tokens are being 
made by “Reader's Digest.” 
Newsagents are being asked to 
display subscription tokens for 
six and twelve issues at 9s. 6d. 
and 18s. respectively. These 
tokens are on sale or return. 

A showcard has been produced 
and carries “dummy” tokens for 
the public to examine, and the 
scheme has been welcomed by 
the trade. 


A. T.  Chipperfield (circulation 
director of Sporting Record) who 
was chief guest at the annual 
dinner-dance of Wolverhampton 
Branch of the Retail Newsagents 
Federation last week. 

+ * * 

February 8, 1794, saw the birth 
of the Morning Advertiser. On 
October 18 the Morning Advertiser 
made its 50,000th appearance with 
a_ special issue and reproductions 
of the front page of the first issue. 

* “ * 

The South Wales Argus wil! again 
be handled by the newsagents. 
After 18 months of battle during 
which the paper had not been sold 
through the trade the retailers have 
agreed to handle it. 

@ Continued on page 219 


Latest addition to the Alfred 
Bird & Sons Ltd. range of breakfast 
cereals is Rice Toasties. Both of 
Bird’s other cereals, Grape Nuts 
and Post Toasties, are heavily ad- 
vertised. The account is held by 
Young & Rubicam Ltd. 

* * * 


There is a growing demand from 
cyclists for gaily coloured cycles. 
At the Hercules stand at next 
month’s Cycle Show eight out of 
ten models on display will be 
coloured machines in such shades 
as high lustre magenta, flamboyant 
yellow, pearl blue, pearl green, 
peach, and ivory. 

Coinciding with the show, 
Hercules will open their third fac- 
tory in Birmingham situated near 
the new Birmingham Municipal 
Salford Park Cycle Track, which 
will probably have the highest out- 
put in the world of coloured cycles 
built with light alloy materials. 

* * 


A new development in the home 
perm field is that Pin-Up are 
shortly to market a refill outfit of 
six Pin-Up Quick curlers. Object 
of this move is to enable home 
perm users to try out the curlers 
before investing in the complete 
Ouick curler outfit. This refill out- 
fit will be available for a limited 
period only. 

“* . * 

Five years of research has gone 
into a new Chicken Noodle Soup 
just introduced by “Three Cooks’ 
Ltd. The firm’s biggest problem was 
to ensure that the chicken fat was 
sweet and wholesome when con- 
sumed and this has been accom- 
plished by sealing the fat in gelatine 
capsules, The inner pack is made 
of Robinson's fibreseal and the outer 
one has a blue, orange and yellow 
colour scheme. 

Distribution is on a_ national 
scale. Later, when the soup goes 
into the export market a Flex-o-foil 
container will be used. The soup 
retails at 10d. per 14 Ib. pack and 
display cartons are being distributed. 

* * ~ 

New Ronson line for the Christmas 
season will be the Ronson Penciliter 
which will be on sale at all the 
main tobacconists, jewellers and 
stores. The model is claimed to have 
a greater fuel capacity than any 
previous penciliter. In addition it 
contains an eraser, extra leads and 
a spare flint. Packed in a leather 
case lined with silk and velvet, it 
retails at 7 

* ae * 


A new kind of dollar drive has 
just been started by Rudolf Weyl, 
managing director of Richard Shops, 
a subsidiary of United Drapery 
Stores Ltd. 

For the first time, full-page 
colour advertisements are now ap- 
pearing in the New York Times 
Magazine, offering readers, direct 
by post, a_ British-made ladies’ 
tweed coat, featuring “the London 

" at-34 dollars, which is far 
anything of comparable 
quality on the American market at 


present. 2 
Mr. Weyl, who has just returned 


—_ 
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Operation 
Enterprise 


The second “Operation 
Enterprise” team from 
United States National 
Executive, Inc. is to visit this 
country during a European tour 
next month. 

The team, made up of leading 
men in American dstribution 
and sales technique, will partici- 
pate in several conferences and 
give their views with illustra- 
tions of the latest sales, advertis- 
ing and marketing methods. 

Led by Elmer Krueger, presi- 
dent of the Paper Art Company, 
Indianapolis, who will present 
“Selling Through Retailers,” the 
six-man team includes Harry 
Doehla (chairman of the board 
of Doehla Greeting Cards, Inc., 
Nashua, New Hampshire) who 
will speak on “Using Direct 
Mail Advertising to Build a 
Business.” 

The team’s British itinerary 
includes a conference at Glas- 
gow on November 1, a confer- 
ence in Leeds two days later, 
and a meeting in London on 
November 15. 


from the United States, says that he 
was surprised to see the prices at 
which garments made up in the U.S. 
with British materials were offered 
in American stores, and that he 
decided to by-pass these in order 
to reach directly wide sections of 
the American public. 

First reactions of buyers are very 
gratifying, fully justifying the risk 
and expense. 

* * * 

A scheme aimed at saving metal 
and glass containers and, at the 
same time, increasing sales, has 
been put forward by the National 
Union of Small Shopkeepers. 

Consumers who return an empty 
jar will get three pence discount on 
the next jar of the same product 
which they buy. This is the crux of 
the scheme which is to go before 
the Federation of British Industries 
and the National Union of 
Manufacturers. 

It is thought that the scheme will 
help bring prices down by saving 
raw materials. Tom Lynch, presi- 
dent of the National Union of 
Shopkeeners, has stated: ‘“House- 
wives will soon start clearing out 
cupboards in a hunt for containers 
if they believe they can cut prices. 
Our scheme would make thousands 
of things cheaper.” 

* * * 

Dolcis Shoe Co. have entered the 
Canadian market and onened two 
modern stores in Ottawa and 
Toronto. Shoes which have sold 
particularly well in this country will 
be featured there including Bally's 
Maple Leaf and other stvles by 
Bruce Church, Barkers and Ravnes. 
Men’s shoes, in American widths, 
will mainly come from the Dolcis 
Kettering factories and British-made 
handbags will also be featured. 
Canadian trade papers welcomed 
this development which is backed by 
an extensive advertising campaign. 

ae * * 


“The trend in men’s shoe styling 
continues to favour a rather more 
‘rugged’ look . an increased 
interest in full brogues as well as 
‘no cap’ shoes. New for winter are 
warm fleecy-lined boots for men, 
including Chukka boots.’’—‘Dolcis 
Dispatch.” 

@ More marketing news 
on page 219 
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SHOW TICKETS 
SELLING WELL 


Koch, of V. Pethick, Ltd., i 
the artist responsible for the ad- 
joining lively studies of members 
of the cast and other personalities 
in “On Monday Next,” which the 
Fleet Street Players will perform 
in aid of N.A.B.S. at the Fortune 
Theatre on Wednesday, October 
31, and Thursday, November 1 

News from the box office (Miss 
D. Hewlett, of Carl E. Bedford, 
Ludgate House, Fleet Street, 
Central 2412) is that tickets are 
going more quickly than they did 
last year, but there are still some 
available, particularly at 2s. 6d. 


Programme For Week-end Course 


a and subjects at the 
-end course which, organised 
the Liverpool and District Pub- 
licity Association education com- 
mittee, will be held at Burton 
Manor, Wirral, this week end are: 

“Determination of Correct Ad- 
vertising Policy, and Planning the 
oe Carl Brunning, man- 

ng director, S. C. Peacock Ltd.; 

arket Research for an Adver- 
tising Campaign,” Graeme Cranch, 
president, Market Research Society ; 
“Marketing—with particular refer- 
ence to techniques for dispersing 
initiative and responsibility,” D. R. 
Griffiths, director, Incorporated 


No Publicity Club 
For Edinburgh Yet 


Efforts to form a publicity club 
in Edinburgh have failed—at 


opportune for a development of 
this nature.” 


Sales Managers’ Association; “Ad- 
vertising and the Press,” A. 
Robertson-Macdonald, past chair- 
man Club Development Committee ; 
“The Importance of Typo- 
graphy,” Mrs. Beatrice Warde, 
Monotype Corporation; “The 
Choice of Suitable Media for an 
Advertising Campaign,” L. W. 
Desbrow, Hulton Press; “The 
Functions and Probiems of Outdoor 
Advertising,” J. per, 
general secretary, " Solus Outdoor 
Advertising Association; “The Uses 
of Psychology in Advertising, ° 
A. P. Braddock, lecturer in psych- 
ology, Birmingham College of 
Commerce. 


Oxford 
. * 
Magazine Magic 

The Advertising Club of Oxford 
saw a remarkable film produced for 
the Curtis Publishing Company of 
America. 

In colour and aided By an inter- 
esting commentary the film shows 
how such great magazines as 
Saturday Evening Post and Ladies 
Home Journal are produced—from 
the planting of the wood pulp seed- 
lings to the delivery at the door of 
the subscriber. 

¢ 


Club News 


Wolverhampton 
Shopping Surveys 


L. R. England, a director of 
Mass Observation Ltd., was the 
speaker at the Wolverhampton 
Club’s wn 4 He spoke on 
market research in miniature, with 
particular reference té shopping 
——, Visitors included buyers 
from the principal. stores in the 
~The Club t blic speak- 

opens its public 
classes on October 31 and they 
will be continued fortnightly. 

Club has ome a member 
of Wolverhampton Area Manage- 
ment Association and will probably 
be asked to supply sp $s on 


Media Research 


Why the Press has been the 
— field for media research was 
ined fot the Regent Advertising 
Club by H. 7 < irector, Market 
Information Ser 
In outdoor advertisi not much 
had been done in research, 
he said. Traffic counts and surveys 
could not give a very accurate 
record, as eg he. passing a site did 
not necessarily look at the — 
or sign displayed. And it ha 


More Club News On Page 223 


estimated that, on the average, 
cinemas were only one-third occu- 
pied when advertisements were 
shown. 

Small surveys could be effectively 
carried out in io advertising, 
direct mail, programmes, and point 
< - material, but had been done 

only a small extent. 


Birmingham 


advertising. 
Manchester 


Back Stage 


Mrs. J. Pickering Cail gave 
Manchester Publicity Association 
an insight into life in the theatre. 
She said that the repertory company, 
the theatre and publicity people in 
Manchester should join o— 
choose a suitable theatre and 
duce some of the finest plays 
had ever been written. 


ich 


On The Track 


“Even if the B.R.M. fails—which 
—_ God it won't—we are doing 
va oneer work for the inter- 
nal combustion — and other 
things” Raymond Mays, the driver, 
told Birmingham Publicity Club. 
Comparing the difficulties which 
— the B.R.M. team, Mr. 
— explained that it took ten or 
twelve months to produce a B.R.M. 
engine, whereas the Ferrari de- 
signers could make one in cight or 
ten weeks in their own workshops. 


PIPES OF PEACE 


The Council of the Pub- 
licity Club of London gave 
a luncheen te Charles W. 
Stokes to mark his retire- 


pre- 


sented him with a pair of 


Pipes. 


Thirty members 


of the council atterided. 


London 
Mature Ads. For 
Children Urged 


Advertisements for children 
could be more mature than many 
advertisers seemed to realise, the 
Rev. Marcus Morris, editor of 
Hulton'’s Eagle s A.’ told the 
Publicity Club of London. 

Pleading that the children’s mar- 
ket should not be under-estimated, 
he made a spirited defence of strip 
cartoons, With realistic art work, a 
strip cartoon could be one of the 
most effective means of advertising 
to children, he claimed. 

e had tried to ensure that the 
ofutiinn should be appropriate to 
the editorial content, and advertisers 
had co-operated. 


Leeds 


‘Long-term Publicity 
For Industry 


A long-term policy of publicity 
to show what British industry 
stands for and can produce was 
described as one of the main func- 
tions of Aims of Industry by Denys 
C. Short, a member of that organ- 
isation, in a talk to the Publicity 
Club of Leeds. 

“We try to achieve this through 
films, through speakers and through 
the Press,” he said. “It is very easy 
for industry to hit the headlines 
with reports of strikes, riots, acci- 
dents and other derogatory news 
items. But when industry wants to 
receive some favourable publicity, 
it is not so easy.” 


Nottingham 
Paper Making 


_ At the Nottingham Publicity 
Club's first evening meeting of the 
new session the speaker was A. 
Lawrence of Wiggins Teape 
Alex Pirie (Sales) Ltd. He gave a 
a on paper mak- 
ing, this being the first a series 
of evening lectures designed to give 
members an insight into the various 
sides of advertising and publicity. 

At the last luncheon meeting, the 
film of the International Advertising 
Conference was shown. was shown. 


CAUGHT THEIR THEIR EYE 

H. G. Webley, advertisement 
manager, Syren & Shipping and 
Chief Steward, during a recent visit, 
drew envious glances from Publicity 
Club of Glasgow = —_ 
he attended their wee wen, ares 
perdes og new Publicity Club of 
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5 Associate 
Directors 


For R.C.N. 


Five associate directors have 
been appointed by Rumble, 
Crowther & Nicholas Ltd. 

Expanding business, it is stated, 

z made it desirable that the 
company's board structure should 

widened. The appointments 
have all been made from R.C.N.’s 
existing staff, and a practical bal- 
ance has been struck in selecting 
three executives from the adminis- 
trative staff, and two from the crea- 
tive side. The three former are 
(who has been with 
R.C.N. rom its _ foundation), 
P. J. Rumble (son of the chairman), 
and D. F. Saunders—all account 
executives. The creative associate 
directors are J. A. Grubb, in charge 
of the studio, and C. J. Hofton, 
copy chief. 

At a special meeting last Friday, 
W. Ewart Rumble gave an official 
welcome to the associate directors, 
and said that this new development 
was “a sound and logical step for- 
ward in the company’s progress.” 

* * * 

Newcomer to the board of 
Nicholls Dorrity Advertising is Tom 
Hammond, who recently _ relin- 
quished his directorship of a 
Leicestzr agency to take up this 
appointment. 


* * cag 
Eric Webster has been appointed 
chiet copywriter for McCann- 
Erickson, London. Mr. Websicr 
is 30. He was in the Royal 
Artillery until 1945, when he 
became feature writer on the Army 
magazine Svldier. On demobilisi- 
tion he joined Odhams where he was 
responsible for editorial publicity of 
vexhibitions, books and nationd 
magazines, sporting events and a 

variety of public functions. 


* * * 
Albert Price, Irish advertis'ng 
manager for W. an . O. Wills, 


is paying a brief visit to London at 
the end of this month. Mr. Price, 
one of the most energetic voluntary 
officers in Irish publ.city and adver- 
tising organisations, is honorary 
secretary of the recently-formed 


Association of Advertisers in Ireland. 
* * * 
Recent additions to the staff of 
Foote, Cone 
hael 


elding are 
W. Carreck from the copy 


D. F. Saunders 


LPPLOPLE 


C. J. Hofton 


department of Colman, Prentis & 
Varley and James C. Danckwerts 
from the copy department of T. B. 
Browne Ltd.; Bruce Cousin, who 
joins as a senior designer, pre- 
viously worked as a_ fice-lance 
illustrator in Australia and London; 
J Tennant also a senior de- 
signer, is from Willings Press 
Service; Cliff Woodgate joins as a 
senior assistant from T. B. Browne; 
James Tucker as a senior assistant 
from London Press Exchange, and 
Vernon Curtis as an assistant. 
* * ~ 


Mrs. Margot Mirels, who has been 
in charge of publicity for Winds- 
moor Ltd. for six years, has re- 
signed her position. Miss Ann 
Tegner, formerly of Voice & Vision, 
has been appointed promotion man- 
ager and will be responsible for 
Press publicity and public relations 
as well as store display and promo- 
tion. 

* *~ 

E. G. Marshall has relinquished 
his directorsmip of Transworld 
Publishers Lid., and __ re-joined 
Hutchinson & Co. (Publishers) 
Lid., in the capacity of sales man- 
ager, both with the parent and 
associated companies. Geoffrey 
Howard, who has been with 
Hutchinsons since 1933, will con- 
tinue in his present capacity of 
assistant sales manager. 

*~ 


A. s. Taylor, until recently, 
senior account executive with Grant 
Advertising Inc. (India), and at 
present on leave in England after 
five years’ agency service in India, 
has been appointed advertising 
manager of the Goodyear Tyre & 
Rubber Co. of India, Ltd. Previous 
to Army service in Africa, he was 
first with the Evening Standard. then 
joined K Arthur Rank’s G.F.D. 
publicity department and later, 
Anglo-American Film Corporation 
as personal assistant to the pub- 
licity director. 

* * 

Denis G. Love, advertising man- 
ager, Matthew Hall & Co., Ltd., 
industrial and chemical eng neers, 
has become an associate member of 
the 1.A.M.A, 

* . = 

Leader of the British delegation 
which, with representatives of other 
European countries, is visiting 
America to study equipment for the 
oil industry is Douzlas Wilson 
(United Steel Companies Ltd.) a 
senior member of the 1.S.B.A. 
executive committee and chairman 
of the trade, technical and vigilance 
committee. 


P. J. Rumble 


J. A. Grubb 


T. Hammond 


Recently clected as Fellows of the 
Institute of Directors are: 

J. Arden-White (Palgrave Publish- 
ing Co.), E. John Bates and L. 
Graham Browne (L. Graham 
Browne Advertising) G. Burnside 
(Erwin Wasey & Co.), D. A. P. 
Cowley and J. Knowles (Associated 
Press Cutting Services), Arthur H. 
Eaton (cation Press), Roger Falk 
(Biiush Export Trade Research 
Organisation), R. A. Davis (Dolan, 
Davis Whitcombe & Stewart), R. 
Goldsbrough (S. D. Toon & Heath), 
Cc. G. Gordon-Wright (C. P. Wake- 
field), Sir Patrick Gower (Churics 
F. Higham), J. Harrison Haworth 
(Business Publicauions), Eric 5S. 
Husselby (Cogent Advertising Ser- 
vice), RK. H. Penney (Northcliffe 
Newspapers Group), George Si 
Royds (G. S. Royds Ltd.), Ulric B. 
Walmsley (Daily Graphic and 
Sunday Graphic), 5. B. Walton 
(Ashburners Lid.), R. B. Williams- 
Thompson (S. T. Garland Advertis- 
ing Service). 

x * - 

W. H. Stonehouse was recently 
taken ill in Manchester and is in 
hospital. He is progressing satis- 
factorily. Mr. Stonchouse is man- 
aging director of The Outltter 
(London) Ltd., publishers of she 
Outfitter and Cloth & Clothes. 

* * * 


Sidney Davies, “His Master's 
Voice” radio and television sales 
manager, has appointed John 
MeNiven to succeed the late Harvey 
McLeod as sales representative (or 
the West of Scotland and Northern 
Ireland. 

* * 


* 

W. T. C. Leslie has been ap- 
pointed advertisement representative 
of The Engineer in the London 
area, in succession to A. M. 
Beatson, who has retired after 21 
years’ service. 

* * 

Anne Sales, secretary to lan Pitt, 
advertisement manager of S-ope, 
was married at St. James, Picca- 
dilly, on Saturday to Leonard 
Whittle. The reception was held 
aboard H.Q.S. Wellington, head- 
quarters of the Honorable Corps of 
Master Mariners, which is moored 
alongside Temple Stairs. Miss Sales 
was previously secretary to Cecil D. 
Notley and started her career with 
London Press Exchange Ltd. 


Ann Tegner 


J. McNiven 


N. J. Arnold has been appointed 
manager of the Sheffield branch of 
Spicers Ltd. He was previously at 
Spicers’ Birmingham branch, which 
he joined in 1929. 

we on +. 

L. A. Stronach has been appointed 
London representative of Everest 
Advertising, Bombay. 

- ~ 


Lt.-Col. Maurice W. Batchelor, 
president of the Publicity Club of 
Sheffield and chairman of 
Batchelors Peas, Ltd., is back at 
his desk after a long illness and is 
now attending the office for a short 
time each day. On medical advice, 
he is not undertaking any public 
engagements for the time being. 


OBITUARY 
B. A. Ling 


Burton Arthur Ling, who died on 
Saturday, aged 77, was for many 
years before August 1914 associated 
with the News of the World and 
from then until his retirement in 
1938, with the National Magazine 
Co., Ltd. The funeral was at Honor 
Oak Crematorium on Wednesday. 


* 


Memorial Service 


J. G. Stephens 


A memorial service to James 
George Stephens. governing direc- 
tor, Stephens Advertising Service 
Ltd., was held at St. Dunstan-in-the- 
West on Monday. The servce, 
which was conducted by Preben- 
dary A. J. MacDonald, rural dean 
of the City, was attended by many 
of the late Mr. Stephens’ friends in 
agency and newspaper circles. 


500 At Reception 


Among social events in connection 
with the Motor Show was a recep- 
tion given by Motor Industry on 
Thursday last at Londonderry 
House, 

About 500 guests, including a 
number of advertising agents, were 
received by Barrington Hooper, 
managing director, Industrial News- 
papers Ltd., and V. Collins, 
director, Motor Commerce Ltd. 


Sewing Week 
Judges Chosen 


Judges for the window display 
competition organised by the 
National Needle Arts Bureau 
during Sewing Week 1952 (March 
1-8) will be: department stores 
group, Eric Lucking (chairman, 
British Display Association, and 
publicity and display manager, 
Liberty’s) and Donald Barber 
(secretary, Retail Distributors’ 
Association); Miss E. K. Sommer- 
ville (joint secretary, Scottish 
Retail Drapers Association) and 
John Ramage (director, Drapers’ 
Chamber of Trade). 
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The obvious 


to women 
of means, 
intelligence 


and good 
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THE NATIONAL MAGAZLRBE COMPANY . 28 30 GROSVENOR GARDENS, LONDON, S&S. 


—— — : 
oie Ocroser 25, 1951 181 ee : 
bi | | z 
gi * As far back as j cy a oa : 
oe ‘ 
oe 3 rs 2 fm » \ \¥ : ae vat _ ° 
a wt La | 
ee as a. | See ; 
a funay : “> ~ 7 NY a 
5 f ‘on ih Pere uw 3 = ° A A be a 
¢ - im i 4 ! say Lo nT Me a 2 7 a, . B 
a . i 4 oa 4 UP ; . 4 
iM first choice ees — vy | : 
i “? ‘ By = : 7 4 
= . ins — = ; e - x | = De s 
Ao in a ealin a = \e ANS 4 1s Lig | 
; We ‘ Y Vi te 
7 A ‘ y 4 v 
i 8 a 
a MANY fee, a, a irl 
‘. Cream “el 2 all the eyto™ Bitl’s comp ; 
bs ever promoy en? Cold Crean tk ing the si —fog and gri a 
bs Pond’s Vanig.  * SWth of har, 8 neces, ! Pond’s Vanisks - : 
re at 
E ; din, a at 
Ca. Pond’, , "%th, soi, "kine it de | Pond’ ia 
‘ Sate ae 
Cc leaves no Sn, and non-grean ve Pores, Tidy “ietively “ain Night on * if 4 
Mises | SEIS: | 7 
é a “Diam | ees | } 
é i att md Se 7H Your poten tie a 
¥ The Gear opal jan ¥'5 . i 
oer taste...was Pon F C. ) ht a 
es SEXTRACT co, Deve. 1 Vanishing Bes be 
¥ Pe 7 Sanne oe 
: % LONDON, wc. a 4 ; 
> still is pe eer | 3 i 
ee pas Bae ei s x sae : ‘ ne f Hy ie i } el Gi 
- S - a bes 2 3 Be F ; Pi ne iN : 
oe G fe a ws L ss ae 
e 7 { - 5 % ery i ps ; oe , * ? Sy as! Batt ; +4 ip dit - bee eget ad . i 3 
. f __ EVERY ADVERTISEMENT 1S GUARANTEED 
< vce thakateivietiie fret cholee is mote Gbvions'stili siqce < 
2 hein ing Satihilinee in Good Hourckseping'ts greavég’ then er 
, 3 i ee ; hia a = a ; “ $48 " ; i. ¥ a A ae : = 
A ait ya « Sia: oie OS a ge oa gs te a eee ae : 
4 OO —CSsSCSC“‘CC:i*C*SC;‘ (SOMA : 
ee aga ~~ ee | — J 


| 
: 
| 
| 


meer noe 


ADVERTISER'S WEEKLY 


SEASIDE CENSUS PROVES PULL 
OF OVERSEAS CAMPAIGN 


Hastings C uring 
Festival year had encouraging 


Its. 

Thousands of folders. jin seven 
languages, were circu lated 
throughout the western half of 
Europe and a special folder sent 
to Canada and the United States. 

A census taken of the 95 larger 
establishments in Hastings and St. 
Leonards to ascertain results has 
drawn 56 replies to date. Their 
returns give a total of 1,215 over- 
seas visitors who have actually 
stayed in the town, including 155 
from Belgium and Luxembourg, 
151 from France, 150 from the 
U.S.A., 144 from Scandinavia 
and 83 from Switzerland. 

Hastings branch of the Inter- 
national Friendship League 
accommodated 102 overseas visi- 
tors in guest houses, including 82 
from Sweden and 10 from France. 
Many young people from Western 
Europe have stayed with private 
families and in schools, particu- 
larly in five large Catholic schools 
in the town. No census has been 
taken of the guest houses but it 
is known that many people from 
the Continent stayed there. It is 
estimated that the final total will 
exceed 2,500. 


Praise For 
Schweppes Ads. 


The “thoroughly witty copy” 
of Schweppes advertising is the 
subject of a laudatory article in 
a recent issue of Tide, the Ameri- 
can advertising magazine. 

“As cheering to many Britishers 
as their gin and tonic is the rare 
and wonderfully absurd fantasy 
that is currently advertising the 
tonic that goes with the gin,” 
it begins. ha 8 

The nature of the campaign is 
credited to the theories on 
humour of Schweppes’ managing 
director, F. C. Hooper, who, with 
advertising manager, Edward 
Whitehead, sought an original 
approach for the firm’s advertis- 
ing. The formula decided on 
comprised “pure fun,” typically 
British foibles, and accuracy “as 
absolute as the taste is impec- 
cable.” Stephen Potter, author 


of The Theory and Practice of 


Gamesmanship, was the apt 
choice for copywriter. 

So far, Schweppes’ advertising 
in the U.S. has been 
humorous and very conserva 
tive,” the Tide article says in con- 
clusion. 


Key Of The Door For Society 
Of Industrial Artists 


Minerva, goddess of the arts, 
graced by her presence a ban- 
quet at Goldsmiths Hall last 
week, when John Leonardo 
Doodle celebrated his coming 
of age. 

No one, perhaps, has heard of 
John Leonardo Doodle? Even 
guests at the banquet were 
puzzled when they saw his name 
on the toast list. But they got a 
glimmering of his identity when 
they read a leaflet containing a 
brief outline of gis career, signed 
by Milner Gray, who was among 
the distinguished company of 
artists present at his birth. 

As the evening wore on, he 
emerged as a symbol—a fanciful 
personification of that now illus- 
trious body, the Society of Indus- 
trial Artists, which was feasting 
with pomp and ceremony to mark 
its 21st anniversary. 

And Minerva (whose profile 
adorned the Society emblem), 
portrayed by a young. fashion 
model, cut the birthday cake, 
shaped to represent the Dome of 
Discovery. 

She was introduced by John 
Leonardo (in the guise of 
Clifford Hatte, most recent recruit 
to the Society) after he had wittily 
replied to a speech by Sir Gerald 
Barry, director-general of the 
Festival of Britain. 

Sir Gerald said the Festival had 
given artists and designers an 
unusual opportunity to display 
their abilities and talents, and in- 
dustry a new chance to appreciate 


the importance of industrial 
design. He had no doubt what- 
ever that the prestige of British 
design had been raised at a stroke 
to a peak of esteem in the con- 
temporary world. At South Bank, 
designers had established a new 
idiom: \they must not allow it to 
degenerate jnto a cliché. 

Lynton Lamb, president, said 
the qualifications for admission 
to the Society set an essential 
standard and guarantee it was in- 
tended to safeguard and maintain. 
He read a message of congratula- 
tion from Lady Cripps, on behalf 
of Sir Stafford, who is an Honor- 
ary Fellow. 

Philip James, director of art, 
The Arts Council, replied to the 
toast of the guests, proposed by 
James Boswell, who expressed ap- 
preciation of the help received 
from the Council, and also from 
the Council of Industrial Design. 


Marylebone Borough Council have converted one of their refuse vehicles 
into this travelling exhibition for waste paper salvage which is touring the 
borough, accompanied by a special collecting vehicle. 


EAGLE’S SISTER 


THE NEW SUPERCOLOUR WEEKLY FOR EVERY G/Rt 


Gin 


Golden Girl cars now touring the 

country are distributing these 16-page 

miniature copies of Hulton’s new 

“Girl” magazine which makes its 

debut next Friday. An order form 

for newsagents occupies the back 
page. 


Wales For Holidays 

Arrangements have been made by 
the Welsh Tourist and Holidays 
Board to entertain American and 
other overseas teachers while on 
exchange visits to Wales. Parties 
are to be conducted by the Board 
on visits to all parts of the land. 

Secretary of the Board, Lyn 
Howell, is visiting Belgium and 
France to Wales as a holiday 
country. It is felt there is great 
scope for a two way holiday traffic 
between Continental countries— 
especially Brittany—and Wales. 


TRADE PRESS 


A tribute to the “vast range 
of technical and trade periodi- 
cals” was paid by H. V. Schofield, 
director (sales), of Chloride 
Batteries Ltd., at the Exide Motor 
Show luncheon last week. 

“Ours in an industrial society, 
and if we are to survive, our in- 
dustries must flourish and expand,” 
he said. “We must have a forum 
to air our views and ventilate 
our differences; and where else 
than in our trade and technical 
Press? Long may it flourish!” 


—INDUSTRY’S FORUM’ 


Some 250 Press and advertising 
men heard Mr. Schofield describe 
the British Press as the envy of 
the world. For protecting this 
country against the insidious en- 
croachments of an alien philo- 
sophy, the national and provincial 
Press was the most powerful in- 
strument, he believed. 

Sir Francis Low (London 
editor, Times of India), replied 
for the Press, and Kenneth Horne 
(director, Triplex Safety Glass 
Co., Ltd.), for the guests. 


New Situation In 


. 
Jamaica 

The Press situation in Jamaica has 
recently undergone a radical change 
through the failure of the Jamaica 
Daily Express, Miss Esther Chap- 
man, editor and publisher of the 
West Indian Review, stated in 
London. 

Now that one newspaper held a 
monopoly in the daily field, she said, 
a quality magazine like the West 
Indian Review could be expected 
to play an important role as a basic 
advertising medium for British 
goods in Jamaica. 

The Review, which was described 
by “Atticus” in the London Sunday 
Times as “certainly the brightest 
periodical published in any of our 
Colonies” is represented in London 
by Joshua B. Powers Ltd. 


Bottle Party 


Wilcox & Co., Ltd., on behalf 
of their clients Or-Lem Ltd., of 
Southampton, manufacturers of 
Or-Lem fresh fruit squashes, re- 
cently organised a competition for 
a new bottle label design. 

Some 40 designs were sub- 
mitted which were judged at a 
cocktail party at the Mayfair 
Hotel. The judges were H. J. 
Crane, buyer for the Army & 
Navy Stores, Mrs. F. Howlett, 
buyer for the Black & White 
Milk Bars Ltd., L. A. Butler, 
editor and manager of The 
Grocers’ Gazette, W. Drew, editor 
of The Grocer, Miss P. L. Gar- 
butt, principal of Good House- 
keeping Institute, Cecil Reeves, 
Past president of the National 
Grocers’ Association, Mr. Cud- 
ham, buyer for Harrods Ltd., and 
E. J. Butler, managing director of 
The Grocers’ Gazette. 

Winning entry was submitted 
by W. E. Chester of the Norfolk 
Studio Ltd. 


Tourist Publicity For 
Ireland 


During the 1950 tourist season the 
Irish Tourist Association produced 
25 publications—maps, folders and 
guide books—totalling 634,000 pieces 
for tourist promotion. Six regional 
feature programmes were broadcast 
from U.S. stations during the year. 
Extensive use was also made of 
photographs and films. 
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October 25, 1951 


Role Of Advertising 
In Years Ahead 


Tor: 2000th issue of ADVERTISER'S WEEKLY is published 


on a significant day. 
Is the future to be one of free enterprise? If so, advertising 
will have an important role to play in the development of industry 
and the free distributive system. 


Of course, the industry hopes that it will be given the opportunity 
of developing its full potential in the service of the community. 


It can help to bring down the cost of living by aiding efficient 
distribution and building up mass sales, thus reducing the price 
per item of merchandise; it can contribute to good government by 
informing the public of the significance of social and economic 
developments; and it can help to create world understanding by 
building trade between nations and carrying prosperity to the 
under-developed areas. 


Too many administrators still see advertising through narrow 
sights. If they understood its full possibilities they would know 
that it is an integral part of the modern social structure. 

I 


} 
6 Ho 9 
Better Living 

HEREVER advertising people foregather, they are talking 


about the English Electric Co. “Better Living” campaign. 
And with good reason. ote 


The fact that this series of advertisements, with their straight- 
forward copy and dignity of design, is superbly executed in the 
best British (or should it be English?) tradition, is not in itself 
remarkable. These qualities are by no means unique. What does 
warrant comment is that the campaign constitutes a notable 
example of institutional advertising in keeping with the spirit of 
the times. 

Implications of the theme “ ‘English Electric’ Bringing You 
Better Living” are worth analysing. First, it stresses that the 
enterprise of the advertiser firm in exploiting the progress of 
electrical science brings benefit to the community. The resultant 
goodwill is what the advertiser is paying for, and doubtless 
getting. But the campaign has a much wider significance. 


All new and improved products and services benefit the com- 
munity, but they could not do so without advertising, which 
makes known their availability and explains their advantages. 
Advertising therefore is an essential as a means to better living as 
are the goods and services advertised. This campaign is an object 
lesson in what good advertising does, and it underlines the motive 
that should inspire all good advertising. 

Also, because the theme “Better Living” is made the talking 
point of in‘eresting advertisements, better living and advertising 
inevitably become associated in the public mind. Thus the 
campaign is good public relations, not only for its sponsors, but 
for advertising itself. 


@ Change of subscriber's address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


Luxembourg survey 
of listenership 


HE latest J.S.B.A. News 

Sheet States that as no party 
political significance attaches to 
the constitution of the Broad- 
casting Committee, set up under 
the chairmanship of Lord Bever- 
idge in 1949, it is “highly 
improbable that the outcome of 
the election will affect in any 
way the proposal to extend the 
B.B.C. Charter for a further 
period and to impose a com- 
plete ban on commercial broad- 
casting in this country.” 

The News Sheet adds: “It may 
be on this assumption that Radio 
Luxembourg Advertising Ltd. are 
making a very determined bid to 
popularise commercial entertain- 
ment from the Luxembourg 
station. 

“Recent reports indicate that 
reception has been greatly im- 
proved following the installation 
of a directional aerial and now 
compares favourably with that 
of the B.B.C. in certain parts of 
the country. 

“Sunday evening time between 
6 p.m. and midnight is almost 
fully booked up by national ad- 
vertisers, a number of whom are 
also sponsoring broadcasts dur- 
ing the same period on weekday 
evenings. 

“It would be premature at this 
stage to attempt to gauge the 
full effect of the changeover iv 
wavelength on the value of 
Radio Luxembourg as an adver- 
tising medium, as the standard of 
reception throughout the country 
has not yet been properly investi- 
gated. An extensive survey is to 
be carried out during November, 
the results of which are expected 
to throw a great deal of light 
on listenership habits.” 


It is understood that the Radio 
Luxembourg Listenership Survey 
will be published four weeks 
hence. Commercial radio men 
say indications are that the Sur- 
vey will “plant a bombshell in 
the advertising world.” 


A lesson from the 


United States 


LSEWHERE in this issue 
there is told the story of the 
campaign now being waged on 
behalf of advertising by the Ad- 
vertising Federation of America. 
It gives an admirable guide to our 
own Advertising Association 
which is still considering the prin- 
ciples on which a public relations 
scheme for the industry might be 
run in this country. 
The American scheme is both 
bold and simple. Its theme is: 


“You get more for your pay- 
check because of advertising.” 

This claim is supported by 
statemems in specific terms of 
hoW advertising serves the con- 
sumer, 

The American journal Tide 
comments: “The series [of adver- 
tisements for advertising] deseryes 
the support of every part of the 
business. Its only missing link 
is that it deals with consumer ad- 
vertising only; another year per- 
haps the A.F.A. will produce a 
separate series on industrial ad- 
vertising (which needs the same 
kind of positive support).” 

This criticism of the American 
scheme should be borne in mind 
by those responsible for the 
preparation of a British plan. 

— — — 


Artists and art dealers are con- 
sidering a suggestion that they 
should get together and start a 
co-operative publicity campaign. 
“Buy more pictures” would be 


the theme. 
—_— —_— == 


Test case on colour 


regulations? 


A TEST case may be necessary 
to decide intriguing legal 
points which arise following the 
relaxation of the control over the 
colour of existing buildings. 

Now, anyone may paint his 
premises any colour he likes 
without obtaining permission 
from the loca] planning authority. 

But it may also be claimed 
that certain colours could con- 
stitute advertising and that this 
would make the matter one for 
planning control. 

Arguments are developing on 
this point, and Oxfordshire 
County Council are reported to 
have referred the matter to the 
County Councils’ Association fo: 
consideration, . 

—« = ed 

The North West Furniture 
Trades Federation is considering 
the possibility of a national advere 
tising campaign. 

= — 


Trade paper offers 
P.R. service 


EW deveiopment in the func- 

tion of a trade paper may 
result from action to be taken by 
Woolwich Master Bakers’ /.sso- 
ciation. 

They have decided to ask the 
London Federation of Master 
Bakers whether they have dis- 
cussed with British Baker an 
offer by the journal to act as 
“Press officer” to the trade. 

Several local associations have 
urged the National Association 
of Master Bakers to appoint a 
P.R.O. and a sub-committee has 
been set up “to explore the whole 
question of publicity.” 


ROUND TABLE 
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Bill Robinson, a skilled mechanic in a big garage, is 26, and is getting 
married when he's added just a bit more to his savings. Naturally keen 
of eye (in his job he has to be!) he's always on the lookout for anything 
that might go into that home he's planning —and everywhere he goes 


he sees the sites - 


and takes in what's on them. 


* Over 1,000,000 owned by British Transport 


Every day millions of people of every age, every income group and every occupation 
see some of these million sites—on buses, trains, stations, vans and elsewhere. 
They may not all be travellers but, somewhere, somehow, sometime, they see the 
sites. Have you introduced yourself to these people . . . told them what you make 
... why it’s good . . . where to get it? If not, ring up or write — 

The Commercial Advertisement Officer, BRITISH TRANSPORT COMMISSION 
Cranbourn Chambers, Leicester Sq. Station, London, W.C.2. Phone: Temple Bar 3490 


SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. PHONE: EDINBURGH 31021/2 
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Think this over. By whatever 


criterion it is assessed, 
Picture Post today must rank among 
Britain’s chief advertising media. 


a. eS Po 


Every ambitious advertiser in Britain uses 
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1 Top A.B.C. circulation among general magazines. 
95 Top readership among general magazines. 
3 Top colour advertising medium. 


Only magazine or newspaper 
& to offer a complete merchandising service. 


More advertisers rely on Picture Post 
5 than on a1y other magazine in Britain. 


aa Editorial reputation and influence higher than ever before. 


Large national Advertisers 
Tf put their entire appropriations in Picture Post alone. 


g Every major advertising campaign 
so far launched in 1951 appeared in Picture Post. 
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Election-Time Review Of Political Print 


Westminster Needs A Copy 


IHE impudence of a 
who criticise commercial 
advertising after their own elec- 
tion antics would startle even a 

Houyhnhnm. 

Artistically their advertising 
material would be, with a few ex- 
ceptions, an insult to the taste of 
the electors they woo, if the 
electors had the taste and wit the 
politicians ascribe to them. 
Ethically most of it would not 
Pass a copy committee of Yahoos, 
Then the smug six hundred 
trot to Westminster and pontifi- 
cate on the design of posters and 
the ethics of copy—self-appointed 
saviours of the people from the 
“dishonesty” of hard-disciplined 
commercial advertisers. 

In the long copy versus short 
copy dispute ali political parties 


By BRIAN HILTON 


are on the side of long copy. 
They love words, and the more 
smooth they have been worn by 
constant use the more easily they 
slip into election print. 

The technique of getting voters 
to the polls to put their crosses 
On the right dotted line approxi- 
mates to that of mail order adver- 
tising by direct mail. As there is 
no shop where a sale can be 
clinched after the customers’ 
personal examination of the 
goods or services offered, the 
printed piece has to produce the 
order. It has long been estab- 
lished in the commercial field that, 
to sell to the masses, direct mail 
advertising must be of the earth, 
earthy. While for A and B classes 
print may be elegant, mail order 
advertising, both Press and print, 
directed to C and D classes is apt 


Kent 
Messenger 


NETT 


SALE 


January to June, 1951 


60,141 , 


Copies weekly (ABC) 


to be more effective for the com- 
mon touch. This is not merely 
because very large mailings are 
too costly, printed de luxe, but 
to a considerable extent because 
the masses suspect anything 
“Ritzy” as being too expensive 
and not for the likes of them. 

In my judgment, the most 
effective single shot in the whole 
election barrage is a simple one- 
sided eight by five leaflet pro- 
duced by the Conservatives to 
attract Liberal votes. It is direct, 
delivers one idea with great force, 
and is  typographically well 
designed in that its dress is ap- 
propriate both to the message and 
the paper used. 

Headed “Lloyd George’s 
Prophecy” and illustrated with a 
photograph of the old Liberal 
warrior, it quotes—in an _ italic 
panel surrounded by lots of white 
space—the famous passage from 
his Albert Hall speech in 1925; 
that passage which begins, “You 
cannot trust the battle of freedom 
to Socialism.” I am not con- 
cerned here with the political 
argument, but with the skill that 
evokes the words of a dead leader 
to strike a sonorous echo in many 
voters’ minds to-day. 

The Tories have used two or 
three printing tricks to persuade 
people to read. Labour, on the 
other hand, have relied on a less 
imaginative approach. It seems 
to me, however, judging from my 
collection, that the Conservatives 
produced a far greater variety of 
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Committee 
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Liberals! Make your votes effective 
and preserve liberalism. . 
VOTE CONSERVATIVE | 
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The Conservatives scored top 
marks with this simple leaflet 
featuring Lloyd George. 


leaflets and booklets. The total 
amounts spent by the three 
parties on print I have no means 
of knowing; possibly Labour had 
longer runs of fewer pieces. On 
the whole I would say the Con- 
servative print was more lively, 
though that jt was more convinc- 
ing does not necessarily follow. 


Most intriguing Tory shot was 
an almost blank sheet of white 
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Another clever Tory propaganda piece was in the form of a “pools” 
coupon. 
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be interested in 


Z 
a cis Gas, Electricity or 
Water supply, but 


many manufacturers are very interested 


"Seannsing the a 


gives just these facts, together with more than 


16,000 


other items of marketing information 
for 70 Towns and Districts 


ont forget to refer to 
your copy when you 
are planning or 
considering a campaign! 


NORTHCLIFFE NEWSPAPER 
GROUP LTD 


R. H. Penney, Advertisement Director : 
Carmelite House, London, E.C.4. Telephone : Central 6000 


Review Of Political Print—continued 


paper boldly headed “How to get 
houses more quickly.” Wheao 
wetted, according to instructions, 2 
sketch of a housing estate and the 
words “Wash out Socialism, vote 
Conservative” appeared in white 
on the wet and now ory ground, 
together with a column of de- 
taued copy (almost too smail to 
be legibie). This sheet could be 
dried and used again— a gadget 
which will no doubt live for a 
while in children’s toy cupboards. 


Fake Football 
Pool Coupon 


A fake football pool form, in- 
geniousiy worked out, and a 
phoney retirement pension order 
book were two other devices 
aimed at particular sections of the 
community. 

Not so clever, 1 think, was the 
publication Daily Notes, a 16- 
page octavo magazine edited by 
the Conservative research depart- 
ment. Magazine format for an 
election daily seems to me to be 
lacking vigour. The same amount 
of paper produced in newspaper 
format would have made a much 
more immediate and powerful 
impact. True, Daily Notes had 
no pictures and was probably in- 
tended for people who could be 
expected to hack their way to the 
innermost paragraphs; neverthe- 
less no other format has the sense 
of urgency that a newspaper lay- 
out imparts. 

The one job that looked like a 
newspaper and indeed was called 
General Election News was not 
really a newspaper at all. It was 
myrely a pamphiet ind, like the 
mule, had (despite its appearance) 
neither ancestry nor hope™ of 
posterity. 


Facts—For 
Labour Only 


The Socialists, less vigorous in 
their attacks. with leaflets, did 
their books very well. There was 
Handbook of Facts and Figures 
for Socialists (though surely facts, 
being facts, are for anybody), A 
handsome candy-striped cover 
with titlk in a sort of bold 
Albertus enclosed text pages set 
» Plantin with Gill Bold head- 
ines, 


Campaign Quotations was 
another of the well-produced 
books with a cover in the modern 
idiom which contrasted with the 
old-fashioned style of so much of 
the election print. 

The batch of leaflets sent by the 
Liberal publication department 
was without life, hope or imagina- 
tion. Far be it from me to sug- 
gest that the Liberal policy is 
merely that of keeping to the 
middle of the road or that such 
a course would be wrong anyway, 
but even a middle course could 
be put over with more vigour and 
conviction. Many people have a 
passionate belief in the tenets of 
. 


Facts and Figures for Socialists 
1951 
'  reekmees ay Tet Uaseue pase 
ca ‘TWE SHHi ies Ane LAPENOE 
Labour's leaflets were not as good 
as their books. This is the front 
cover of a 468 page effort. 


Liberalism; these leaflets reflected 
none of it. 

On the evidence before me it 
must, I think, be conceded that 
the Conservatives showed much 
more enterprise and skill in the 
production of print than any 
other party. Perhaps as the chal- 
lengers they had the greater in- 
centive, more time, and an easier 
target at which to aim their 
shafts. 


A PICTURE A DAY WENT 
THE AGENCY WAY 


Every morning last week over 
350 London advertising agents 
received a post card—one of 
which is reproduced here—from 
Woburn Studios Ltd. The series 
Showed examples of the work 
produced by the studio including 
outdoor shots, still life, and 
fashion work. One interesting 
example was the photograph now 
actually appearing in Press adver- 
tisements for Steradent. Another 
featured a fine shot of an indus- 
trial subject. 
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The Daily Telegraph 


is a newspaper for people with discriminating tastes 


and the means to satisfy them. 

The advertisers of quality products can reach this 
public through the columns of The Daily Telegraph 
with a minimum of waste through coverage of 


income groups which for them are barren ground. 


The quality paper with the biggest circulation 
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NUMBER — 


will be published on 2lst Dec., 1951. 

It will be extensively studied on 
December 2lst, 22nd, 23rd, 24th, 25th, 
26th, 27th, 28th and 29m. 
lost years nel sales of Kmas number 
8,755.156 
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High-Speed ‘Wet’ Printing Gives 


Cheaper Four-Colour Magazines 


HE term “wet printing” 

applies to any process 

where one layer of ink is 
superimposed on another which 
is not yet dry. This can apply 
to most processes, though in 
practice letterpress and offset 
litho are the ones to which it 
usually refers. 

In conventional “dry” four- 
colour superimposed process 
printing, whether letterpress or 
litho, ink is printed on to paper 
and is then partially or com- 
pletely dried before the following 
colour is applied. Sufficient time 
must, therefore, elapse between 
printings to allow the previous 
colour to dry, and the paper must 
be processed as many times on 
each side as there are colours to 
print. For sheet fed machines 
this time interval is frequently as 
much as twenty-four hours, but 
may be as little as four in the 
case of quick-drying inks specially 
formulated, It is, at its fastest, 


much too slow and expensive for 
the production of magazines with 
big print orders. : 

Attempts have been made in 
the past to overcome the speed 
difficulties by feeding from a con- 
tinuous web, but little progress 
was made for many years because 
it was found to be almost im- 
possible to deliver the product, 
still wet. The need to fold the 
wet web and deliver a signature 
ready to bind still further added 
to the difficulties. 

Thus, for many years reel-fed 
rotary four-colour work was res- 
tricted to simple subjects with 
little or not superimposition, and 
speeds of the order of 3,000 
impressions per hour. Quality 
was not comparable with that of 
work produced by sheet-fed 
machines printing one colour at 
a time. 

The need for increased speed 
became extremely pressing in 
America, where a gigantic adver- 
tising market called for huge 


numbers of four-colour maga- 
zines of a high standard. As a 
result of this pressure, driers were 
incorporated in rotary presses, to 
heatset the inks. The first were 
chambers containing gas burners 
in which the flames were in con- 
tact with the printed web as it 
passed through at a considerable 
speed. Another type of heatset 
drier consisted of a large steam- 
heated drum, over which the wet 
web passed while the printed side 
of it was exposed to a blast of 
gas-heated air. 

The cost of operating these 
heat driers was initially so high 
that only magazines with very 
large circulations could use them. 
Economies have been steadily in- 
troduced so that most four-colour 
magazines in America are now 
printed on heatset presses. 

The latest machines are. in the 
main, web-fed. Speeds of up to 
1,200 feet per minute, equivalent 
to over 18,000 eight-demy sheets 
per hour, are now possible. 


lem of how to produce 
large quantities of colour- 
ful at 


progress 
of this problem was made 
by the development of 
high-speed “wet” printing 
by four-colour heatset 
letterpress, a feature of 
which is that all four 
colours are printed in one 
revolution of the press. 
The technique is now to 
be introduced by The 
Reader’s Digest in this 
country, a Goss 
Double Five-Colour Press 
now being erected at the 
etetnty works of Hazell, 


price gap 
colour and black-and-white 
advertising will be substan- 
tially reduced, 


colour is no longer neces- 
sary. Second a number of 
new reproduction problems 
will face art directors. 


Typical of these giant rotaries is 
the double five-colour presses by 
Cottrell & Goss which represent 
the latest design in letterpress. Both 


NATIONAL 


DISPLAY AWARDS 


OCTOBER 16th 1951 


Priestleys won the Premier Trophy 
for the most outstanding Screen 
Process Printing and the Second 


Award for outstanding Display 
Production during Festival Year. 


Priestleys 


¢ PRIESTLEY STUDIOS LIMITED 
LONDON - GLOUCESTER - CARDIFF 


TRAfalgar 4277-8 
BIRMINGHAM - 


Gloucester 22281-4 


Cardiff 2012 


MANCHESTER 


Blackfriars 3851 
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IN THE 


| BRASS TACKS — 


The biggest problem when entering any 
market is the choice of agents and 
distributors. This is particularly so in such 
a widespread country as Canada where 
coast-to-coast representation is difficult to 
obtain. Your problem can be t>lved with 
the help of the trade publications that 
know and serve your Canadian market 
intimately. 


If you wish to have “down-to-earth” 
facts about the potential Canadian market 
for your products, we will gladly send you 
information without obligation. *(Your 
request sent by airmail brings you a 
prompt reply in only a few days.) 

The Business Newspapers Association 
is composed of over 100 trade papers and 
other specialized periodicals serving all 
sections of Canadian trade and industry, 
manufacturing, finance and management. 


* You may see copies of Canadian business 
papers at the offices of the Canadian Govern- 
ny ment Trade Commissioner in London, Liver- 
ig \ pool, Glasgow, Belfast. 
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195 ADVERTISER'S WEEKLY 


pang gr Tagg ee RS PB re TI eee Set 


OF eid zr as 


A GENTLEMAN 
WAS CLEWLESS! We may as well admit it. 


At last we have had a customer who failed 


WHOSE NAME 


to enthuse over our photo-litho-offset work, 
who could not agree that our colour printing 
has a depth and a compelling power quite out 
of the general vun. He was a gentleman named 
Clewless and he turned out to be colour-blind. 


CHARLES 
_& READ. 


LIMITED 


Printers vy photo-litho-offset 


| 27 CHANCERY LANF LONDON, W.C.2. PHONF HOLBORN 2582 
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DURHAM AND 
NORTH RIDING 


15,000 oduct 
food from the land. 


@ In industry, 118,988 men 
are fully employed in the 
mines in the Durham coal- 


, and ; 
monty for ther work, 


@ 38,151 people are building 

ships for the navy, the 
Merchant Service, and for 
countries all over the world 


—all well-paid craftsmen. 


@ There are many 1.C.1. and 
other chemical works in 
this region employing 21,083 
men and women. 


Advertise in 
DARLINGTON AND 
STOCKTON TIMES 


NET SALE 36,903 ABC 


ERNEST LUMSDON: London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD. 


167-170 FLEET STREET, LONDON, E.C.4. TEL: CENTRAL 3265 


leeds Office : Manchester Office: 
RUSSELL CHAMBERS, MERRION STREET, | MIDLAND BANK HOUSE, 26, CROSS STREET, 
LEEDS 2 Tel: LEEDS 24996 | MANCHESTER 2. Tel; BLACKFRIARS 3930. 
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Wet Printing For Magazines—continued. 


employ the steam drum drier, and 
use only one impression cylinder 
to several plate cylinders. Since 
each plate of the four colours 
prints against the same impression 
surface, it is not possible to 
make-ready for each colour separ- 
ately on the impression cylinder, 
as in flat-bed practice. All allow- 
ances for the relief of light areas 
and increased pressure in heavy 
areas must therefore be built into 
the curved printing plates, which 
in most cases are electrotypes. 
These presses thus fundamentally 
rely on the plates for printing 
quality far more than is the case 
with traditional designs: on the 
other hand make-ready and stand- 
ing time are reduced to a mini- 
mum. 

Many refinements are built into 
these super speed giants to in- 
crease production and bring down 
costs. In order to permit colour 
flexibility a fifth plate cylinder is 
added to both sides, allowing the 
use of advertising second colours 


and other editorial colours out- 
side the range of the four process 
inks. Fully automatic “flying 
pasters” allow reels to be changed 
at full speed. Register is auto- 
matically maintained by electric 
eye controls, and web-break 
detectors stop the press and throw 
it off impression when the paper 
fails, thus minimising damage to 
plates, cylinders and inking sys- 
tem, and reducing paper waste. 

There are many difficulties in- 
volved in operating such equip- 
ment. Not the least of them is 
to plan the operation and control 
the costs, bearing in mind the 
high capital investment involved. . 
The gas consumption of one press 
alone would be sufficient to 
supply a whole village. In spite 
ot the difficulties of operating 
such equipment in present circum- 
stances, heatset letterpress pro- 
mises to provide the most satis- 
factory answer to the problem of 
how to produce high-quality 
four-colour advertising at high 
speed and at the low cost. 


Special Inks Were Formulated 


By R. H. LEACH, 
Fishburn Printing Ink Co., Led. 


HE introduction of high- 

speed rotary machines 
capable of producing high 
quality letterpress print was 
only possible after the develop- 
ment of printing inks with quite 
original characteristics, known 
as “heat-set letterpress inks”. 


Until the development of the 
heat-set process the only known 
method of making letterpress 
printing inks was by mixing 
linseed oil varnishes and various 
coloured pigments. Such ink 
takes several hours to dry—which 
is perfectly adequate for dry 
printing. In heat-set inks an en- 
tirely new method of drying was 
devised. The slow-drying linseed 
oil varnishes were replaced by 
varnishes prepared from special 
mineral oils and resins. Inks made 
from such varnishes are very 
stable on the printing press, prints 
prepared from such inks will dry 
instantaneously when subjected 
to very high temperatures, which 
permit the oils to evaporate 
rapidly, leaving the colour bound 
to the paper by the resin as a hard 
non-powdering film. 

The flow, tack, colour and 
drying-speed for each colour of 
these heat-setting inks are speci- 
fied in numerical terms which en- 
sure uniformitv and precise re- 
production in batches of ink. 

For high quality reproduction 
by the “wet” process, nrinting inks 
must be accurately balanced in 
their relationship to each other. 
The successful colour print re- 
anires a vrecise amount of each 
of the four components from 
which it is made. Each succeed- 
ing colour must be drawn from 
the printing plate bv the preced- 
ing “wet” colour already trans- 


ferred, exactly as determined by 
the design of the ry plates. 
This “trapping” of the colour is 
only achieved if the “tack” and 
consistency or stickiness of the 
inks are properly balanced. In 
process colour printing, the first 
down colour, yellow, is the 
tackiest, and the others must be 
graduated down to the black 
which is the least tacky. The 
yellow must be as tacky as pos- 
sible without picking the surface 
of the paper so that the black 


ting i 
which is produced chiefly in 
sheets. Greater demand for 
reels is now anticipated. 


need not be too thin. So sensitive 
is this balance that it is found, in 
practice, that it changes according 
to the amount of ink applied to 
the paper. The tack requirements 
of the ink on a solid area of print 
will differ from those on a middle 
tone. If this balance is upset 
because the plates have been 
badly made, or the inks have been 
incorrectly formulated, mixing of 
the colour on the print, or “back 
trapping” of the inks to the plate 
will result, and the printer loses 
control. 

Inks can be formulated for use 
by the process engraver which 
closely simulate press conditions 
on the proving press. Other inks 
are now being used with a differ- 
ent formula for use when these 
presses are cold, so that the 
printer can better judge the final 
printed result without waiting so 
long for the press to heat up. 
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PORTRAIT OF A BARGAIN 


in Space and Time 


CIRCULATION 
(AUG -SEPT) 


CIRCULATION GUARANTEE 
CIRCULATION | 


ANTICIPATED CIRCULATION 


ee 
ene 


Orecnae@ 


700,000 


700,000 


——— 


Guarantee for 1952 
up 40% to 700,000 


ae 


But even when 


rates rise next April, 


cost per 1,000 


will be down 


1948 1949 1950 1951 1952 


Reader’s Digest advertisers this Autumn are already 
getting 75,000 circulation for nothing 


UR sales in August and September have been 34% higher 
than a year ago. That’s also 75,000 above our guarantee 
figure of 500,000 on which our 1951 rates were based. 

We have every confidence that sales will continue to rise in 
this way. We expect them to average 750,000 in 1952. We are 
raising our guarantee by a conservative 40% to an average of 
700,000 for next year. So advertisers should get a considerable 
free bonus of circulation. 


Rates must go up, too, of course. BUT — 

(a) The increase does not take effect until the April Issue. _ 

(b) The new rates will represent a reduction in cost per 1,000. 

(c) This reduction is particularly striking in colour spaces—e.g. from 
19/- to 16/5 for a 4-colour page. Our new Goss press enables us 
to offer full colour at less than 30% above black-and-white rates. 

(d) If through unforeseen circumstances sales should fall below our 


guaranteed figure, advertisers can lose nothing—they will receive 
a proportionate rebate. 
We hope this good news will help you in planning your 1952 
appropriations. Of course, the earlier your insertions start, the more 
you will gain from the present pre-April rates. 


READERSHIP, TOO. The 195! Hulton Readership Survey shows 
that this magazine already had over 44 million readers (about 9 per 
copy) when the Survey was made. 

Our “ Readership Digest” —if you haven't received this 34-page 
booklet, please ask — interprets the Hulton figures in terms of cost 
per page per 1,000 readers (at June 1951 rates). It shows that The 
Reader's Digest is the cheapest of all magazines for reaching 44 million 
readers, over 2 million ABC readers, over a million AB readers, over 
23 million men, over 1} million women, over a million ABC men, 
nearly a million ABC women. 

It also gives facts on our readers’ spending power, and the 
thoroughness with which they read. 

Naturally, the striking gain in our circulation now makes these 
cost comparisons even more favourable. 


The Advertisement Director 


The Reader’s Digest 


1 ALBEMARLE STREET, LONDON, W.1. Tel: GROsvenor 4738 
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World's largest advertising agency 
has done some deep thinking 


on the vagaries of women 


IS FASHION ADVERTISING, 
AFTER ALL, A BUTTERFLY? 


When the butterfly stamped, you remem- 
ber, Solomon's thousand wives were sud- 
denly siient, and behaved as one woman. 
If a fashion advertiser could achieve as 
much, the world of women would be his 
stamping-ground, indeed. 


In eighty arduous years of selling 


notions to women, we ave seen a million 
women act like one. Often, they attain a 
startling unanimity, statistically speaking, 
in their actions and in their motives too. 
But, when Adornment is the product and 
something called Fashion, which each 
interprets delightfully and intimately for 
herself, becomes the arbiter, statistics 
fade and fail. 


It is our belief that while colours can 


} still sing, and the falling lines of woven 
| Those who smoke Craven ‘A’ 


Recesannencnteedetintssnnate 


stuffs cry out aloud, and there are curves 


Shortly after the appearance of this advertisement, the “V-veil” (Rose Valois 
designed it) began to be featured in the editorial columns of the Press. Most 
Craven “A’ photographs are taken in Paris, with the help of leading fashion houses. 
The Paris office of JWT is a useful advanced base for the agency’s creative team. 


*. 
that do not refer to income or output, 
every woman will carry in her heart a 
myriad dozen dreams of how she should 
look. 

Now, the final evocation of these im- 
ages, these ideal personalities to be put on 
and off at will, is of course our responsi- 
bility as advertising agents. 

Such images are not easily called forth. 
We like to seek them where they hide, and 
watch them while they grow . . . until one 
morning, when the seeking and watching 
and planning and preparing are at last 
projected as line and hue and printed 
word, hundreds of thousands of women 
will look up from an advertisement in a 
paper, and think: “That's what I want 
and I believe | can afford it.” Then they 
will go to the shops. The butterfly has 
stamped, again. 

Each time this advertising butterfly 
puts his foot down (and he may have to do 


it once a week, or once a lifetime, according 
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A GOOD FOUNDATION IS THE PASSPORT 


TO FASHION ~- EVEN FOR WOMEN 

WITH FAR-FROM-PERFECT FIGURES  f 
ths he Garren oF caasce that Amer “ . 

reputation of being slim, ageless, ami casniont wf thew 

charm. They take their fqures seriou ' They 

bebeve that a notso-periect impure bare (hem fron ema rs 


lovely clothes with fashion lines. They gave tup priartiy om 
thew clathe: badget ta god foundation parmen! 

And now you can have these exact designs ww fonwnslel»-» 
garments that Arerican women rely on. At last « range 
bleaces foundatwon ave beng made in this country The er 
same designe im coneletion, bras, and belie thet Mager 
semen deciare can make a nutew-perlert figure wonder! 
are aged on sale here 

1 ie the suldhets of design and the cunnangty centric! 
cootrd of Hlevers that emeuuth eaywerd hg » buses 
lunes and taba remeive vears off am outline without sacrificing 

AMERICAN WOMEN cane pt of comfort. And the lovely fabrics, the perfec: work 
marship, make a t le-ces (owndatwn not an extras aganes bot 
<0 nvestment 


Before you buy your new Autumn owtit get vonrsel! « 
J hevees foundation Your favourite shop will be glad thet 
jou choose the exact type te suit you. You'll be amazed or 
KNOW THIS SECRET OF what Flecees can do for your figure. You'll have thet wont 
fal feeling of brung cble to wear tashoom tines with the mnie 
confidence and arti assurance of knowing you look yyuthty: 
trom, and fashnon-rght 
Fleaees corselettes, girdles, and bras come ino « 
SELF-CONFIDENCE range of styles and sizes. Corseleties from &® te 
girdles from 25° to 34°. The bows are from 32” 
come beawtifally designed ‘ong 
Prowse range from about two 


from ome guinea 


COMFIDENCE TRICK 
The ahernone veto ikeevemong reas on 


inte somethang approectang tir pericr' claws 


SITTING PRETTY 


A opel tearare of the be 
c 4 ° 


pect hat Keep the ccormet ot 
att Yow cum tt ated wad © tly 
eng oy 


PLEXEES ... FLEXEES . . . THE WORLD’S LOVELIEST FOUNDATIONS 


This JWT adverti-ing campaign answers a real problem for women. 


to what is being advertised), a personal lt features gowns from model houses (above is a Frederick Starke original), 


problem has been solved. It is the personal together with the best foundation garments women can buy for them. 
wedhiem of some moker. It belongs ex- By doing this. it answers the advertiser's problem as well. . . . 


clusively to the selling of one particular 


dress, or stocking, or shoe, or length of 


material, or perfume, or head-dress. 


The answer may perhaps lie in a word, 


in a phrase, in a thought, in a colour, in 
the melody of a dance-tune, in a line upon 
the artist's drawing-board, or in a snatch of 
conversation overheard on a bus. It nearly 
always takes a little seeking. The find is 


worth a very great deal. 


=f geheieoes 


JWT are deeply interested at the moment 
in the general problems that arise in the 


selling of shoes and stockings and cottons 


rt 


dnd scarves. lf any maker of such things is 


conscious that he, too, has a problem, JWT 
would dearly love to exchange views. 
J. Walter Thompson Company Limited, 
40 Berkeley Square, London, W.1. 


For Dent’s Gloves, a vivid impression of the glove itself proved 
(Telephone: MAYfair 9496. Ask for a happy technique. JWT are seldom content to advertise a name 
Mr. Erie Knott.) alone, yet the names are made memorable none the less. 
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The Charles F. Higham 
Organisation 


CONGRATULATIONS TO 


2000TH. ISSUE- 
ADVERTISERS WEEKLY ON ITS 


and is proud to be the only Advertising 


| 


Agency whose announcements have appeared 


in Number Ove, Number Oxe Thousand, and 


now in Number 7wo Vhousand— 


CHARLES F. HIGHAM LIMITED 


HIGHAM HOUSE, CURZON STREET, LONDON, W.1 


CHAIRMAN: SIR PATRICK GOWER, K.B.E., C.B., C.V.0. MANAGING DIRECTOR; HUGH M. THORNBOROUGH 
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OUR 2,000th NUMBER 


201 


How ‘Advertiser’s Weekly’ Was 
Launched By Jack Akerman 


Thirty-Eight 


“WE do not apologise for 
being alive; we are alive 
and like it.” 

This is a quotation from an 
editorial headed “Salutation” 
on the front page of the first 
issue of ADVERTISER'S WEEKLY. 
The date was April 19, 1913. 

It rings as true to-day, after 38 
years, as it did then. ADVER- 
TISER’S WEEKLY is still very much 
alive, and happy to serve the 
advertising business. 

In this, its 2,000th number, it 
is timely to take a look at this 
first issue, launched so bravely 
by J. C. Akerman and his col- 
league George Warrington, with 
George Edgar as editor, in the 
confident belief that the business 
would welcome and support the 
weekly newspaper that it needed 
and had previously lacked. 

It was not, compared with 
ADVERTISER'S WEEKLY now, an 
imposing sheet. There were only 
32 pages, and no covers. Editorial 
make-up was plain, display’ of 


Years Ago 


By 
THE EDITOR 


who, in this 2,000th issue, 
takes a look at the first 


advertisements, by modern stan- 
dards, crude. But it was good 
value nevertheless for 2d. 

A glance at the contents is in- 
teresting. Splash story is the 
acquisition of H. Powell Rees 
service agency by W. H. Smith 
& Son. A page headed “Fun at 
the Thirty Club” reports speeches 
by John Hart, Eric Field, James 
Walker, T. Russell, W. J. Hunter, 
W. C. Wyse, S. J. Crockford, 
H. F. Tomalin and Jack Akerman 
himself. A report of the spring 
meeting of the Advertisers’ Golf- 
ing Society at Sundridge Park is 
illustrated by action photos of Sir 
Frank Newnes and H. Simonis, 
secretary and treasurer. One reads 
that the Hon. Harry Lawson, 
M.P. (later the second Lord 


Burnham) spoke at the Sphinx 
Club. The Fleet Street Club, with 
J. H. Salt as president, is recorded 
as having held a successful whist 
drive. An article on “Women in 
Advertising” features Ethel M. 
Sayer, president of the newly 
formed Association of Advertis- 
ing Women. There is news of 
S. H. Benson leaving on the 
“Adriatic” for a trip to U.S. and 
Canada; of Noel Godber joining 
Boots as advertising manager. 
Among the advertisers, several 
of whom have consistently taken 
space ever since, are The Times, 
Charles F. Higham Ltd., Punch, 
Frederick E, Potter, T.P.s Weekly, 
W. H. Smith & Son, Manchester 
Guardian, Daily News and 
Leader, Christian Commonwealth, 
Strand Magazine, Daily Mail, 
The English Review, The Star, 


The Westminster Gazette, London - 


Opinion, and H. Powell Rees Ltd. 

Had Akerman’s many gifts in- 
cluded that of prescience, he 
would hardly have started the 
WEEKLY when he did. Scarcely 


ADVERTISER'S WEEKLY 


was it launched when the first 
world war broke out, Publishers 
had a thin time, and the WEEKLY 
got thinner too. In 1919, when 
the present proprietors, Business 
Publications Ltd., took it over, 
it was a mere eight-page sheet, 
sadly short of advertising. 

But as advertising revived after 
the war, so did its weekly journal, 
and its story has since been one 
of steady progress. Never has 
the need for it, in which Akerman 
placed his faith, been in doubt, 
It has become an institution. 

Of late years emphasis has been 
on improvement of the quality of 
ADVERTISER'S WEEKLY news and 
features, Every effort has been 
made to ascertain what readers 
want, and to provide it, and to 
use to utmost advantage every 
inch of space. Overseas supple- 
ments, especially those covering 
the American Market, have aided 
advertisers to participate effec- 
tively in the post-war export 
drive. Coverage has only recently 
been broadened to give a more 
comprehensive news service oun 
marketing and the Press. Plans 
are in hand to extend the range 
of specialised monthly sections.~ 
Always the urge is to keep? 
abreast of the times—for thus a¥ 
trade journal keeps alive—and> 
enjoys it. : 

Doubtless because of this urge? 
to give better and better service,” 
sales of ADVERTISER'S WEEKLY) 
have steadily soared. The latest’ 
A.B.C, figure, 8.262 copies weekly” 
for January-June 1951, is ap 
record. 


with a total of over 


7,000 issues a year 


congratulate 


ADVERTISER’S WEEKLY 


on its 


2,000th number 


Yell, dont, @U! 


KEMSLEY NEWSPAPERS 
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OUR 2,000th NUMBER 


Ocroper 25, 1951 


In 1932, Advertising Pundits Predicted 
The Shape Of Things To Come 


A thousand issues of Advertiser’s Weekly have appeared since July 28, 1932. Siace then, a second 


world war has interrupted the peaceful progress of advertising and publishing. 


Some of the 


predictions made nearly 20 years ago have proved amazingly accurate. Actuality has shown that 
others, possibly because of a catastrophe no one could have foreseen, were wide of the mark. 


HEN ADVERTISER'S 

WEEKLY published its 

1,000th number on July 
28, 1932, the foremost men in 
advertising and publishing were 
asked to look 20 years ahead 
and to forecast “the shape of 
things to come”’. 

This week, in the 2,000th 
number, it is fascinating to recall 
some of their predictions and to 
compare them with what has 
actually happened. 

Some of the contributors to 
this 1.000th number have passed 
on; others, happily, are still with 
us. These wiil not, the writer is 
confident, take it amiss if we 
confront them with the prophesies 
on which they sportingly ventured 
in 1932. Some of their appraisals 
of future trends and events were 
shrewd and have been proved 
accurate; others have proved 
very wide of the mark, but in 
fairness one must point out that 
they were based on the expecta- 
tion of 20 years of peaceful pro- 
gress. No one foresaw, or could 
have been exnvected to foresee, 
six years of war and the conse- 
quences of that world upheaval. 


Forecasts By 
Sir Charles Higham 


Bearing this point in mind, let 
lus then see what the pundits of 
1932 had to say about the future 
of advertising. First, Sir Charles 
Higham, then in the heyday of 
his career. 

There would, wrote Sir Charles, 
be fewer advertising agencies in 
1952. Higher overheads would 
have to be met. both by higher 
agency remuneration in the form 
of commission, and by amalgama- 
tions that would enable such costs 
to be cut, 

“Tam one of those,” he con- 
tinued, “who believe that the ad- 
vertising agents commission 
should be abolished and his ser- 
vices paid for direct by the ad- 
vertiser.’ He did not, however, 
anticipate that this would happen 
by 1952. Barrine a miracle dure 
ine the next few months, how 
right he was! 

Other forecasts by Sir Charles 
were: 

Thatcopy would become more 
simplified and more salesman- 


like. Testimonials would be 
replaced by “more definite and 
Possibly signed statements by 
the chairman or managing 
director’ of the advertiser 
company. : 

That the agency business 
would become more profes- 
sional, and that canvassing by 
agents for business would 
more or less cease. (It would 
perhaps be tactless to comment 
on this.) 

That advertisers and 
agents would become 
more closely linked. 

That there would be a tre- 
mendous increase in collective 
advertising. 


Increase In 
Group\ Advertising 


Another leading agent who pre- 
dicted the growth of larger units 
in commerce and an increase in 
group advertising was P. ° 
Burton, of London Press Ex- 
change. Large stores and chain 
stores would: he believed, gradu- 
ally supplant “the wasteful system 
of the smdll retail shop.” He 
thought it ,;would become more 
and more difficult for newcomers 
to obtain public attention with 
small appropriations, so that 
much new advertising would start 
In a cO-operative way. 

From the newspaper side, a 
similar view was taken by Cecil 
H. King, then advertisement 
director, Daily Mirror and Sunday 
Pictorial, now Mirror director and 
Pictorial deputy chairman. Mr. 
King believed that advertising by 
large combines and by associa- 
tions would increase, and that 
competition between products 
would tend to supersede competi- 
tion between brands. 

To return to Mr. Burton, his 
view was that many more manu- 
facturers would extend their good- 
will by branding their goods and 
advertising them. He also pre- 
dicted that because working hours 
would be fewer. and leisure 
greater, there would be more ad- 
vertising for hobbies, travel, 
books and entertainments. 

Mr. Burton shrewdly noted the 
growth of a “more commercial 
outlook” among Governments. 
‘In 1952 the Government appro- 
priation,” he wrote, “may well be 
the largest in the land.’ In this, 


their 
much 


and in his prediction that “there 
would be no body of people with 
a common service to offer or a 
common cause to state who would 
feel it unreasonable or beneath 
their dignity to adopt publicity” 
he showed how farsighted he was. 

A. J. Greenly, chairman and 
managing director of Greenly’s 
Ltd., prophesied that a more 
scientific approach to advertising 
would enable the advertiser to 
predict with some accuracy the 
results of his advertisement, and 
that every efficient agency would 
have its “psychological depart- 
ment.” 

Harold Eley, then Dunlop ad- 
vertising manager, also visualised 
a more scientific approach to ad- 
vertising problems. Buying and 
selling of space, he wrote, 
would become more scientific. 
The advertiser, collaborating with 
his agency, would more and 
more analyse the value of every 
periodical or newspaper in rela- 
tion to his own product. Con- 
sequently, the newsvaper taking 
pains to give advertisers inform- 
ation about the quality and 
breakdown of sales and reader- 
ship would increase its advertise- 
ment revenue, 

Eley hit the nail right on the 
head when he forecast a develov- 
ment in the techniaue of the 
small space advertisement, 
though, not foreseeing the space 
restrictions caused by the war. he 
gives another reason—the prob- 
ability of restricted appropria- 
tions. 

C. R. Casson, then managing 
director, Murphy Casson Ltd.. 
waxed eloauent on the future of 
cony. “By 1950,” he wrote, “there 
will be no copywritine—there 
will be just writing. ... Boasting 
and bombast will have dis- 
appeared from copy. .. . Dreadful 
straining after humour will be 
gone.” Some mav feel that he 
erred on the side of ovtimism. 

On layout, E. S. Elsev Double, 
of W. H. Smith & Son, was 
equally revolutionary and even 
devastating in his prognostica- 
tion. In the composing room, 
he wrote. lies the hone of the 
future. “Layout men, as distinct 
from the compositor, will pass 
out of existence . . . the artist 
and copvvwriter. working with the 
compositor, will determine the 


nature and form of layout.” There 
would probably be a trend back- 
wards towards the printing style 
created by the early book printers 
~style or form for its own sake 
would be frowned upon. Type 
would be set by photo-mechanical 
methods, and hand composition 
would be a forgotten art, 
Development of television, Mr. 
Elsey Double predicted, would 
make the public photo-conscious. 
Art directors, instead of directing 
artists, would control cameramen. 
Neither of the contributors on 
outdoor advertising foresaw the 


HITS 


THAT the agency 
system would be retained. (Sir 
Charles Higham.) 

THAT the agency business 
would become more professional, 
(Sir Charles Higham.) 

THAT advertisers and their 
agents would 
closely linked. (Sir 
Higham.) 

THAT in 1952 the Govern- 
ment appropriation might well 
be the largest in the land. (P. C. 
Burton.) 


THAT buying and selling of 


(Harold Eley.) 

THAT there would be devel- 
opments in the technique of 
small space advertising. (Harold 
Eley.) 

THAT the best trade and tech- 
nical journals would become as 
attractive in presentation, and as 
well edited, as the more progres- 
sive of the popular magazines. 
(Holbrook Jackson and George 
Rollason.) 


MISSES 


THAT dreadful striving after 
humour in copy would have dis- 
appeared, (C. R. Casson.) 

THAT layout men, as distinct 
from the copywriter, would pass 
out of existence. (E. S. Elsey 
Double.) 

THAT there might be a farth- 
ing post for certain classes of 
printed matter. (Shaun 
O'Connor.) 

THAT objections to outdoor 
advertising would disappear. 
(Cyril Sheldon.) 

PMU ALR 


more 
Charles 
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Times have changed... 


ij?) AS 
+ 
~ ¥ 


oats 
pda erent A¥NOTE 
for the Advertising 
Manager’s Common- ~— 
place Book. — 


The habit advertising man- 7 
agers have of dividing these _ 
islands up into two great divi- 
sions, London and the country, | 
\ is a little misleading. It would 
'| be better if they made it London, |, 
Manchester, and the country. |~ 
_ \| Manchester is not only a large | 
~>\town in Lancashire, it is the 
capital of the manufacturing 
end of England’s work, just 
as London is the capital of 
the mercantile, political and/|| 
_|| social end. As the centre of! 
‘all the manufacturing in the 
North, Manchester has a popu- 
| lation of well-to-do middle | 
class business people that can |: 
be matched only in London. | 


—— 


To reach these people the 
“Manchester Guardian” should 
be used. sess 


but what still stands is 
the Manchester Guardian 


he 
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501-5 
LON DON E 


Let us help with your 
Economy Campaign 


G. F. TOMKIN LTD 
GROVE GREEN RD 
e. 


We specialise in 
economically _ printing 
weekly and monthly 


PUBLICATIONS 


Quotations invited 


LEYtonstone 1164/5 


Y product involves... . 


Production 
Processing 
Testing 
Inspecting 
Finishing 


of ferrous or 
non-ferrous 
metals 


METALLURGIA 


THE BaiTrisH 


JOURNAL 


MUST CARRY YOUR ADVERTISING MESSAGE 


i 


THE KENNEDY PRESS LTO., 
LONDON OFFICE. 


CR SI eA MEET OE 
31 KJNG STREET WEST, MANCHESTER 3 
21 BEDFORD STREET. 


— | 


LONDON, W.C2 


Redferns are the original makers of rubber mats for counter and 


floor space advertisin 
folder to: 


g. Write for full particulars and illustrated 
NATIONAL ADVERTISERS’ DIVISION, 


REDFERN’S RUBBER WORKS LIMITED - HYDE - CHESHIRE 


British advertisers anxious to 
Increase their trade with 
Denmarkshould investigate the 
possibilities of EKSTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, It still offers adequate 
space facilities. Ful! details from: 


CRANE-DEBENHAM LTD. 
69, FLEET STREET, LONDON, E-C-4 
Centre! 2811 


ROTAPRINT & MULTILITH USERS 

We offer you a speedy Photo-Litho service 

that is second to none.... Our speed is 
your asset. 

For QUALITY and RELIABILITY 
“Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.! 


EXHIBITION STANDS 
DISPLAYS 


SERVICING 
SILK SCREEN PRINTING 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
LONDON -S.W.! ~ TEL. VIC 0912-3 
WORKS FULHAM 


apTor PYPE® x(t course 


GIANT ENLARGEMENTS 


up to 80 sq. fr. in one piece 
The Ameues Co. Ltd., Brownlow Rd. 


London, W EALing 2691-2-3 
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OUR 2,000th NUMBER 


Predictions By The Advertising 


Pundits—continued. 


Town and Country Planning Act 
and the probiems it has created for 
their industry. Cyril Sheldon con- 
sidered that objections to outdoor 
adverusing Wwouid disappear as 
posters and sites improved. The 
industry would govern itself in 
respect of amenity. Territories 
wouid be allotted to every legiti- 
mate firm, and as long as it “did 
the right thing in the mght way” 
so it would enjoy protection. If 
a firm transgressed, and refused 
to make amends, protection 
would be withdrawn. 

“Every poster,” wrote Mr. 
Sheldon, “will combine art and 
saiesmanship and our streets will 
become veritable picture gal- 
leries, We shail eschew the 
grotesque . . . the genera! tend- 
ency will be towards simplicity in 
treatment.” 

Joseph Thorp, writing on the 
future of signs, did foresee a 
threat of control, but not quite as 
it has materialised. He visualised 
a veto by civic authorities on 
advertising signs on any part of 
a building not specified in the 
architect's plans, also a ban on all 
commercial signs projecting at a 
right angle to the building line. 

Mr. Sheldon predicted that a 
new material perhaps an 
asbestos cement product, easily 
worked, weatherproof and econ- 
omical, might supersede wood and 
galvanised iron for hoardings. 
Hoardings might be designed to 
accommodate One line of posters 
only, of standard depth, and prob- 
ably not more than four to each 
hoarding. 

“Citizens of 1952 will be 
Deluged by Circulars” was the 
heading to ar article by Shaun 
O’Connor in which he forecast 
developments in direct mail. Not 
only did he think that improve- | 
ments in printing would make 
possible production of printed 
publicity in much vaster quanti- 
ties, but he predicted immense 
improvements in postal services. 
He prophesied: 

Internal air mails, sorted in 
flight. 

Pneumatic delivery tubes. 

Abolition of unsealed envel- 
opes and even a farthing post 
for certain classes of printed 
matter. 

New and more appropriate 
materials for exhibition stand 
construction, “offering fewer 
limitations to an ideal solution” 
were predicted by Joseph Ember- 
ton. Stands would be “so 
arranged to provide the most 
appropriate setting for the par- 
ticular display, limited only by 
the technical limitations of 


linotype operators sitting in a 
central London office and work- 
ing on the telewriter principle. 
leievising a page of a*London 
newspaper on to newsprint in a 
provincial town might present no 
difficulties. 

Both Holbrook Jackson, then 
editorial director, National Trade 
Press, and George Rollason, then 
joint managing director, St. Mar- 
garet’s Technical Press, forecast 
the progress of trade and techni- 
cal journals during the past 20 
years. 

“Big advertising revenues 
will be garnered by the trade and 
technical Press, for its influence 
on the fortunes of this country is 
going to be of outstanding im- 
portance,” wrote Mr. Rollason. 

Both writers predicted that the 
best of these journals would 
become as attractive in presenta- 
tion and as well edited as the 
more progressive of the popular 
magazines. Mr. Rollason con- 
sidered that it would become an 
everyday commonplace to see 
natural colour photographs re- 
produced in colour gravure and 
offset litho in trade and technical 
journals. And because of their 
improved quality their circula- 
tions would be bigger. 

Mr. Jackson suggested that in 
some instances the weekly trade 
newspaper would be augmented 
by a daily trade newspaper. 

— es Lae 


We were in the 
1000th issue 


We are in the 
2000th issue 


We'll be in the 
3000th issue 


GEORGE 
MURRAY 


(ADVERTISING) LTD. 


184 STRAND 
LONDON, W.C.2 


materials used, with texture and | 
colour arranged to enhance the 
exhibits.” Lighting would be from | 
concealed sources. 

Predictions concerning the 
Press were somewhat sparse, but | 
Captain Lessel Hutcheon, adver- 
tising agent, put on record: his | 
expectation that newspapers 
might be simultaneously set up in | 
different parts of the country by 


Telephone: Temple Bar 6688 (10 lines) 
Telegrams: Advexero, Estrand, London 


for 
continuous 
service 
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not JUST ~~ 
ANOTHER SIGN 


= 
~ 
~~ =~ 
ane at ee 
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YOUR SIGN wit atso stand out if 


you insist on ‘‘CLAUDGEN”’ quality and service. 
Other CLAUDGEN signs in the Piccadilly area 


include :- 
CLAUDE-GENERAL NEON LIGHTS LTD. NESCAFE * EMPIRE Leicester Square 
Pitman House, B.O.A.C.* SWAN & EDGAR 
Parker Street, Kingsway, OSRAM LAMPS * REGENT PALACE HOTEL 
London, W.C.2 


*On rented sites 
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DISPLAY & COMMERCIAL ART 


Advertisers Can Get Better Window 
Displays, Waste Less Material 


HAT is the manufacturer's 

responsibility towards dis- 
play? Of course, he is primarily 
interested in getting his own 
goods displayed in the windows 
and on the counters. Before 
the war there was a tendency, 
particularly in our trade, for 
manufacturers, by their window- 
dressing services, to do all the 
window display work for certain 
shop-keepers. This was a bad 
tendency because it meant that 
shop-keepers did not sufficiently 
appreciate the value of their 
windows if they were willing to 
hand them over permanently to 
various manufacturers to dress. 
This system led to the large 
“cardboard” windows which 
used to be so prominent a 
feature of the confectionery and 
tobacco trade. 


Wartime shortages and under- 
the-counter trade ted in the 
middle 1940's to uninteresting 
windows which were often left 
in for months on end, and con- 
sisted mainly of old showcards. 
' The public lost their interest in 
} shop windows. They had no 
* goodwill value for the shop- 
‘keeper or the manufacturer. If 
§ once the public loses its interest 
‘in window shopping it loses its 
* interest in the goods—a fatal 

position in any trade which is 

dependent on impulse purchase. 

Public relations or institutional 

display can never be a substitute 

for displays of inviting merchan- 
dise and new lines. 

In the past few years we have 
been slowly pulling out of this 
position, but there is still a long 
way to go. The first essential is 
for the shop-keeper to take an 
interest in his own windows and 
displays: the manufacturer should 

provide a display service to help 


By PAUL B. REDMAYNE, 
ADVERTISING MANAGER, CADBURY BROS., LTD. 


him but not do it permanently 
for him. The manufacturer can 
help by providing display 
material and, where mecessary, 
dummies of the product. There 
is a danger in the lavish use of 
both display material and dum- 
mies, and dummies should only 
be used for displays where there 
is a good reason against the use 
of actual goods. Secondly, the 
manufacturer can provide help 
in the form of a display service 
which delivers his material and 
does a certain amount of dressing 
either of a whole window or of a 
part window. Thirdly, training 
courses can be provided. At 
Bournville we have set up the 
Beeches College, which covers 
both the confectionery and 
grocery trade and all aspects of 
shop-keeping, but we do lay a 
good deal of stress on display 
work. We also organise lectures 
and demonstrations to the trade 
throughout thé country. 


Sweets Are 
Impulse Purchase 


Small shops, such as the con- 
fectionery, tobacco, grocery and 
general shops that I have to deal 
with, present special problems. 
On the one hand the confection- 
ery shop relies very much on its 
window (in normal unrationed 
times), as a large percentage of 
confectionery sales are impulse 
purchases. In such windows. 
therefore, we are convinced 
believers in showing lines and 
showing plenty of them. The dis- 
play problem here is to show 
lines attractively. Such display 
material as is used should be 
small and designed to show the 
goods rather than attract atten- 
tion to itself. Dummies of 
wrapped goods must often be 
used but, where possible, “live” 


goods, some of them unwrapped, 
should also be shown. 

In the tobacco trade “card- 
board” windows seem almost in- 
evitable if cigarettes and tobacco 
are the main feature. Such win- 
dows are inevitably uninteresting, 
and tobacconists tend to make 
their windows “live” with dis- 
plays of pipes, lighters and other 
oddments. 

The grocer’s window, on the 
other hand, is an_ interesting 
problem. It has been used so 
much in the past, and particularly 
during the war years, for stacked 
displays of standard products, 
that the housewife often walked 
straight by into the shop. They 
have, in fact, ceased to perform 
a function whether of public 
relations or selling! The shop- 
keeper's problem, and manufac- 
turer's also, is to make the aver- 
age grocer’s window interesting 
and alive. In the bigger stores, 
of course, this has been done by 
displays of special lines, and the 
smaller grocer should as far as 
possible follow on these lines. 
Other solutions of the problem 
may be in seasonal displays (dis- 
plays linked with spring cleaning, 
canning, etc.) or special displays 
(displays linked with special occa- 
sions, suggestions for a better or 
a quick meal). 

Grocers’ windows are also 
often used as posters. Such a 
window is less valuable as a sales 
aid but may be valuable to the 
manufacturer. 

From the manufacturer's angle 
a pressing problem is the compe- 
tition for space. This leads to 
great waste of unused material— 
waste that is serious for the ad- 
vertiser and serious even nation- 
ally in these days of materials 
shortages. Last year our atten- 
tion was called to this by a collec- 
tion of material delivered to one 
grocer’s shop in one week—56 
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From October 15—19, 
display men from 14 
nations were guests at 
the National Display 
Convention and Exhibi- 
tion sponsored by 
“Display, Design and 
Presentation”. Extracts 
from some of the 
papers read at the Con- 
vention are featured on 
this and the next page. 


items of advertising material. 
What are the causes of this 
waste? In the first place it is 
probably lack of study of the 
problem by the manufacturers. 
Some manufacturers may not be 
big enough to make detailed 
studies of what happens to adver- 
tising material. Many more are 
not large enough to have staffs 
te deliver the material, and there- 
fore, it is sent out sometimes by 
rail, or post, or with goods. 
When used in this way the vast 
majority of material is wasted. 


Optimistic 
Advertisers 


A second cause of waste is 
optimism about the amount of 
space available in good shops 
and the provision of material that 
is too large. Undoubtedly, many 
displays can be got in poorer 
shops with large material where 
the shop-keeper is mainly inter- 
ested in filling space. 

To reduce waste, it is essential 
to have personal delivery by the 
manufacturer's own staff—either 
displaymen or representatives— 
who should wherever possible 
put up the display material them- 
selves, 

Equally important is the need 
for smaller material which may be 
economically used for a short 
time and then thrown away, and 
the provision of material which is 
designed to be used with actual 
goods. To incorporate the pro- 
duct in the display is of para- 
mount importance. 

I believe there is a danger in 
the display of to-day becoming 
not a display of goods, but a dis- 
play of display. We must never 
let our interest in technique over- 
shadow our purpose—and our 
purpose in display is to create 
the desire to possess and to stimu- 
late sales. ’ 


LITHO 
SILK SCREEN 
LETTERPRESS 


A friend indeed in time of need ! 


THEN IT IS YOUR PRINTER... 


HAMPDEN PRESS LTD 


52 MANCHESTER STREET, LONDON, W.! 


Telephone: 
WEL. 6806-7 
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¢ sales aids” for 


AC M e os Point © National advertisers 


% Consult Acme first for 


a SHOWCARDS Plastic and Porcelain three dimensional cut-outs, window 
ern transparencies, etc. 


SIGNS Illuminated for indoor and outdoor use. Real stove enamelled aluminium signs. 


Ask about the new Acme Divergent plastic 


at sign, the only reflecting sign in perspex 


REO LA AGO 


ACI IE SHOWCARD & SIGN CO. LTD. Paragon Works, Enfield, Middlesex 
Telephone : Howard 165! Telegrams : Acmesho, Enfield 
cet _Birmingham Office & Showrooms: Crown Buildings, James Watt Street, Birmingham 4. Telephone: Birmingham Central 2325 
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bl | her's WATER | 
Joraaue COLOURS 


TTHEese colours, which include the attractive Tyrian Rose, brilliant 
Mistletoe Green and the unusual Myosotis Blue, fulfil all the requirements 
of the artist and designer. Prove their excellent qualities and give 
your work that extra brilliance so vital to attractive designs by 

testing them now ! 


REEVES « sons, ur. 


13 CHARING CROSS ROAD, LONDON, WC2 
178 KENSINGTON HIGH STREET, LONDON, W8 


| 
| 
| ao? 409 HORNSEY ROAD. UPPER HOLLOWAY, NID 
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Pee? ee 


WHEN 
FLUORESCENT COLOURS 
ARE REQUIRED 
specify 


“PP Eb LU LMNs” 


Screen and Water Soluble 
Brush types available 


KOKOKOKOKOKOKOKOKOKOKO KOKO 
PPO LP LLL LOL ee 


Ideal for Outside and Indoor Display. 


* 


Shade cards, prices, etc., enquire: 
CHEKMIAN SILKS LTD 
POLAND STREET, MANCHESTER, 4 
Phone: Collyhurst 2565 


publicity 


1951-52 


HE new Modern Publicity, 

edited by Frank A. Mercer 

and Charles Rosner, is now 
on sale. Judging by the number of 
likely-looking “ideas men” seen 
quietly converging on the book- 
Sellers, it is going to prove as 
popular as its famous predecessors. 
_ There can be no doubt about 
it, this is the book which provides 
inspiration and ideas, for it 
presents a sparkling selection of 
nearly 500 examples of the best 
advertising art of twenty-one 
countries covering many of its 
varied facets—packaging, posters, 
advertisements, direct mail etc., 
including a section giving the views 
of leading artists on questions 
affecting the scope of the advertising 
artist and the standard of advertis- 
ing. 

If you would like a preliminary 
insight we shall be pleased to send 
a prospectus. 


11} x 8} in. 35s. 
THE STUDIO LIMITED 


66 CHANDOS PLACE LONDON wW.c.2 


FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS 


GEORGE ROWNEY & CO LTD 


10 PERCY STREET * LONDON * WI 


OcrosBer 25, 1951 


DISPLAY & COMMERCIAL ART 


CONVENTION REPORT—continued 


Four Rules For Display Men 


—made by LEONARD M. HARRIS, 
Chairman and Managing Director, Browns of Chester, Ltd. 


OR a long time display men 

have been living in a con- 
genial world. Business in the 
retail trade has been extremely 
good, and managements have 
not found it inconsistent with 
the cherished belief in their 
own hard-headedness to add a 
display man or two to their 
Staffs and, indeed, to give them 
some degree of latitude. There 
is danger for the display man if 
he relies too much on the con- 
tinuance of this atmosphere of 
kindly tolerance. 

The strength of a display man 
lies in his capacity to take part 
in the process of selling. 


Market 
Reflection 


The window should always 
reflect the market for which the 
shop is intending to cater, the 
known capacities of the public to 
buy. Secondly, the choice of 
merchandise must be flexible to 
reflect customers’ wants at any 
given moment. The display man 
or buyer in close touch with 
sales will know when there is a 
“feeling” for certain things 
amongst the public. These trends 
should be followed, as they make 
for topicality and for high direct 


sales. Long-term planning has 
its place, but if it results in lack 
of topicality, it is being paid for 
at too high a price. 

People buy ideas, not merchan- 
dise. Customers are entirely 
selfish; they are always concerned 
with what the merchandise will 
do for them personally. A man 
does not buy a car; he buys its 
speed, its luxury, the impression 
that it is going to make on others 
—friends, neighbours, enemies, 
or rivals. Therefore, windows 
should always convey a welcome 
idea of what the merchandise, 
once bought, will accomplish for 
the window-gazer. The same 
criterion should be applied to 
showceards and tickets. Their 
purpose must be simply to tell 
the public something about the 
merchandise that they cannot see 
for themselves. 

So here are my rules for dis- 
play men: 

Let your windows ae an 


what the merchandise can 
do for the customer. 

If you do all these things, you 
will be a godsend to any retailer. 
You will be a producer and not 
a parasite. 


Display Material Must Tie Up 
With The Rest Of A Campaign 


By A. D. DAVIS, 
Director, Armstrong-Warden Ltd. 


AR too often point-of-sale dis- 
plays bear little or no rela- 
tion to the general advertising 
theme. Display then becomes a 
little advertising campaign On its 
own. Where the advertising agent 
has control there is no reason why 
this should happen, but in many 
cases the display side is handled 
direct between the client and 
display producer. Unless the dis- 
play producer is brought fully 
into the picture the tendency 
seems to be to avoid being 
accused of having no fresh ideas 
and merely tying-up with the 
general plan. 
The display industry has at- 


tracted to itself many capable and 
inventive designers who en- 
deavour by their ingenuity to 
tempt us from the straight and 
narrow path of the advertising 
plan. I feel they do not appreciate 
fully that display is an integrai 
part of the advertising plan and 
not a self-contained campaign. 
The ideal arrangement is for 
the advertising agent to be 
responsible for the co-ordination 
of the whole campaign but that he 
should resist the temptation to do 
the actual designing unless he is 
specially equipped for the job. 
Better leave it to the expert. 
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“ADDL ILD or 


. » can now extend their present list of 
accounts and invite enquiries from firms 
requiring a complete advertising service. 


Advertising * Printing Display 
2 GUILFORD PLACE « LONDON - W.C.1 


Telephone : HOLborn 6378 (3 lines) 


HELEN JARDINE 


ARTISTS LTD. k 


Telephone 
TEMple Bar 6720 


MINERVA HOUSE 
35 WELLINGTON STREET, STRAND, W.C.2 


1842 °1951 
One hundred 


JOHNS, SON&WATTSLTD 
2-4 EPWORTH ST. LONDON, E.C.2 


Phone: MONarch 7408 
(THREE LINES) 


BORED: ? 


Trying to find the right photograph? Then try 


| STUDIO LISA’S Fleet Street Library. 
| Photographs for all purposes, for editor and advertiser. 


ANIMALS AND ADULTS ~- BABIES AND BEAUTY 
CHILDREN AND COOKERY OUTDOOR LIFE 
ETC., ETC. 


| STUDIO LISA LTD. 30 FLEET STREET, E.CA CEN. 7640 
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DISPLAY & COMMERCIAL ART 


SHOWCARDS THAT MOVE IN A DRAUGHT 


by “mobiles” as an art form, a young advertising man 


began experimenting to produce showcards incorporating them. 


His 


new company is now mass producing showcards which can be kept 
moving by « current of air as imperceptible as the draught of hot air 
produced 


OVEMENT has _ always 

attracted display men as the 
surest way of getting attention 
for their message. Based on 
this fact, a new display form— 
the mobile showcard—has been 
developed by a team of designers 
and printers working as the 
Miles Griffin Co. 

The idea of converting mobiles 
to commercial use was conceived 
by Geoffrey Rossiter, the com- 
pany’s chairman. Intrigued by the 
public interest aroused by mobiles 
as an art-form—a large selection 
by the American Alexander 
Calder was recently exhibited in 
a London gallery—Rossiter began 
to adapt various forms of mobiles 
to advertising. 

A mobile, basically, is just a 
group of counter-balanced units 
rotating in free movement and it 
is difficult to analyse the exact 
fascination it exerts. It may be 
just that it moves. In any case, 


by an electric lamp. 


manufacturers were known to be 
interested in a moving displav 
that needs no more power than is 
provided by a current of air, par- 
ticularly since Miles Griffin were 
able to mass-produce displays 
that can still be handled, packed, 
distributed and erected like flat 
showcards. The work of connect- 
ing the various units of these 
mobile showcards (the most effec- 
tive usually have three or five 
suspended units) is now done on 
specially converted industrial 
sewing machines. 

Although every mobile show- 
card is different in some respect, 


there are these four main types. 


1. Mobile showcard consisting 
of a frame and a detachable 
mobile unit. 

2. Mobile showcard consisting 
of a frame (with collapsible back- 
ground) and detachable mobil: 
unit. 


3. Mobile showcard consisting 


of the mobile unit 

only and a speci- 

ally designed 

“suspender.” This 

is made in either 

cardboard or wire, 

with a rubber suc- 

tion washer at one 

end for fastening 

to windows, behind 
counters, etc. 

The same mobile unit can be 
used either in a frame or hung 
from a suspender where space is 
more limited. This facilitates mass 
production by enabling “large” 
and “small” showcards to employ 
the same artwork, plates, running 
time, etc. Frames and suspenders 
are also designed so that the 
“mobile unit” can be changed. 


4. Mobile showcards incorpor- 
ating the actual merchandise as a 
stand. These consist of a mobile 
unit and an attachment which 
fixes to the merchandise Card- 


A dummy mobile showcard 

specially constructed to illustrate 

this article. There are four mov- 

ing members suspended from the 
rame. 


board or wire can be used for 
the attachment. 


The company has limited these 
cards to one product in each field. 
Bat they can be adapted to pro- 
mote almost any kind of pro- 
duct that needs a promotional 
push towards the customer at the 
actual point of sale. 


SERIGRAPHIC 
PRINTING 


é 
4 


LON 


i 


SHOWCARDS 
POSTERS 


7 MOUNT WORKS 
UPPER CLAPTON ROAD, E.5 


TELEPHONE: 


AMH 2311/2 


OUR REPRESENTATIVES WILL 
PLEASED TO CALL AT YOUR REQUEST 
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POULTON, ADVERTISEMENT MANAGER, INGRAM HOUSE, 195-198 STRAND, LONDON, W.C.2. TEMPLE BAR $444 


Manchester Office: 33 Market Street. Telepbome Manchester, Blackfriars 4109 
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ARTISTS AND 


STUDIO 


PHOTOGRAPHERS 


BRIGGS: 


DISPLAN 
SAK SCREEN 
DESIGN 
EXWIBITION 


ADVANCE 
PUBLICITY Ue 


\A9. WARDOUR SI. 
LONDON Wi 


GCUARARD 8236 


LARGE 


NATURAL COLOUR 


TRANSPARENCIES 


Designers will find much 
to interest them at our 
studio. Examples in sizes 
up to are on 
view. 


c.& R. 
NOCKOLDS 


LTD 
5S KENSINGTON CHURCH STREET, W.8 
Telephone : WEStern 9266 9334 


TERminus 8770 


FOR GOOD RELIABLE 


SIGNWRITING 


TO MEET EVERY REQUIREMENT 
REGINA STUDIOS (SIGNS & DISPLAYS) LTD 

27, BOSTON ROAD. HANWELL Ww? 
“i ae (Ad 0303 


, & Produ 
Service un the Fuliest Sense 


} 
| 
| 
| 


Phone 
EALing 3626-7. 


PT ik Louk Studios 
EALING, W.5 


LONDON OFFICE: 
NEWMAN YARD.ws 


MUSeum O70! 


Estebtished 1910 


Specialists in 
Printing 


W. C. RAYMENT 


AND COMPANY 


RAYSIGN WORKS 
DURHAM ROAD 
~LONDON N7 


’ . ° 
, , Telephone ARCHWAY 2521 : 


> LEADING STUDIOS 
FUINELINE’ 


Quy 
BS 


SILK SCREEN 
PRINTING 
DS YEARS EXPERIENCE 


AT YOUR SERVICE 


CLARKE BROS 

26 THE GREEN, TWICKENHAM 
Phone : POPESGROVE S02! 
Established nearly 40 yeors 
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DISPLAY & COMMERCIAL ART 


Display Notes 


OMPLAINT of many exhibi- 

tion designers was voiced 
recently by J. Langmaid, studio 
manager of Alfred Pemberton 
Ltd., the advertising agents. 

The designers, he maintains, are 
prevented from turning out new and 
creative designs by the conservatism 
of advertisers. 

He continues: “A man will go to 
his doctor with implicit trust, and 
follow his advice, but he is still 
rather old-fashioned in his approach 
to his designer. He will show the 
work to his wife, who may not like 
green, or some other colour; he will 
want this or that included; or want 
it to be like someone else’s stand he 
has recently seen; until, finally, a 
compromise effort is arrived at.” 

Giving an instance where a design 
department was allowed a free hand, 
he mentions the stand for Malga 
Products Ltd., at the recent Inter- 
national Bakers’ and Confectioners’ 
Exhibition at Olympia. 

“Our client asked for a counter 
to display their goods and left the 
rest to us. We were able to go 
straight to bright colours, in a festive 
spirit, using four gaily striped awn- 


ings in printed calico with plenty of 
blue, yellow, red, green and grey. 
Malga’s are well satisfied with the 
result, and my own feeling is that a 
client benefits 100 per cent by trust- 
me designer.” 

angmaid does warn, however, 
that stand designers themselves must 
guard against the tendency to con- 
centrate on the design at the expense 
of its function. It must be an 
attractive stand, but must also sell 
the client’s products. 

“We are still influenced by the 
high standards reached during the 
war, when designers were given a 
free hand by the old Ministry of 
Information,” he says. 

“These were prestige designs, pure 
and simple. Nowadays conditions 
have changed, and current desi 
practice must take account of t 
product as well as the prestige 
value.” 

Furthermore, he complains, man 
current stands look like  stoc' 
designs quite unrelated to the 
character of the product and the 
personality of the firm. So much 
so that, if another firm were to 
write their name on the top, and dis- 
play another type of product, it 


The Bakers Exhibition produced an unusually high standard of design. 
The Malga stand was designed in the studio of Alfred Pemberton Ltd. 
Nutrex commissioned Beverley Pick. 
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Now in 
preparation— 


--- the 1952 edition of the 
most-used reference work in 
the Furnishing & allied Trades 


* 


The 
FURNISHING 
TRADE 
ENCYCLOPEDIA 
published by 


The Proprietors of 
The Furnishing World 


* 


Discerning manufacturers of 
FURNITURE - SOFT GOODS - BEDDING 
FURNISHINGS - UPHOLSTERY - CARPETS 
& RUGS - RADIO & TELEVISION - FLOOR 
COVERING - ADHESIVES - ABRASIVES 
WOODWORKING MACHINERY 
FINISHES + FILLINGS - CABINET 
IRONMONGERY ETC. 
invariably use this unique Encyclopedia to get their 
message home to wholesale and retail d'stributors, 
and manufacturers throughout the Un‘ted Kingdom. 


To keep YOUR products before all the Buyers in 
the country who matter, for 12 whole months— 


BOOK YOUR SPACE NOW 
in the Trades’ one fully comprehensive Buyers’ 


reference annual. 


Rates and full details 
gladly, on application 


TRADE CHRONICLES LTD. 
180 + FLEET STREET - LONDON £.C.4 


Telephone : (HAncery 8844 (15 lines) 


WORLD-WIDE 
ADVERTISING 
THROUGH... 


First Edition 
1952 


HERE is an advertising medium unique in the 
sweep of its circulation and the quality of the readership. 
Every really important up-to-date fact and figure about 
EVERY country, and 10,000 carefully referenced bio- 
graphies covering the world’s leading personalities, are 
incorporated. Nothing quite like it has ever been 
attempted before. . . . 

In every civilised country, leaders of commerce and 
industry are ordering this new work . . . ome volume 
which is a complete, comprehensive guide to international 
trading. 

The INTERNATIONAL YEAR BOOK will place 
your advertisement before the leading business executives 
of the WORLD. 


It is an advertisement medium of supreme importance 
to you. Send for full details—now, 


THE 


INTERNATIONAL 
YEAR BOOK 


& STATESMEN’S WHO’S WHO 
Published by BURKE’S PEERAGE LTD. 
180 FLEET STREET, LONDON, E.C.4 
Telephone: CH Ancery 8844 (15 nes) 
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Put This Ingenious, New 
Time-Saving Efficiency Device 


On All Your Managers’ Desks 


ALLED the “Simplex Desk Diary” this entirely new 
model has been produced specifically for those users who 
— a daily desk diary that opens like a book. The Daily 
heets always open up and lie absolutely flat and are, there- 
fore, very convenient for making notes. It will take care of 
your details, relieve your memory and save you many minor 


worries. 


Just like the famous System 
Desk Diary, this Simplex Desk 
Diary is composed of 313 sheets 
—one for each working day of 
the year, each with the day and 
date printed on it in order of 
date. These sheets are held on 


the metal stand by two self-lock- 
ing rods over which they slip, 
so that you can quickly turn them 
from left to right, or vice versa 
and examine any sheet, without 
fear of losing any sheets or even 
disarranging them. 


It Opens Like A Book 


Selt-Loching Rods for holding #° 
Current day's sheet 


Each day the sheet for that date is on the right, with notes for all 
appointments and matters to be done right before you, where they 
cannot be overlooked or forgotten. Underneath in the pad are the 
sheets for all the days of the year thereafter; turned over on the 
left of the metal rods and out of the way are the sheets for the 
past days. So you can make notes for future attention to the proper 
dates ahead and they will come to light on exactly the right day; 
and reference can always be made to past entries. 


NOTE HOW SIMPLY IT OPERATES 


The accompanying sheets for each day giving ample room 
how the Simplex Desk Di for all records and data, etc. So you sce 
at the top of the sheets on the right how simple, yet completely efficient the 
of the metal rods stands the day's date Simplex Desk Diary is. It cannot go 
in large type; below it, an appointment wrong, is absolutely automatic and 
sheet for the day marked off by hours accurate, needs no filing or posting of 
and half-hours; then comes a convenient records, and is always before you. Sup- 
Calendar for current, past and future plied with PLASTIC Stand which can be 
months; on the left of the metal rods is used year after year. You simply order 
a big sheet 4 in. by 3 in. for notes and new Refills as published and it takes only 
reminders; there is one of these large a few seconds to fit them to your stand. 


Supplies Limited-Order Your 1952 Simplex Diary NOW 
Only a limited edition of this ingenious device has been printed. 
So send for yours at once—POST THE COUPON NOW. 


SHAW’S EFFICIENCY DEVICES, 
180 Fleet Street, London, E.C.4, 


with stands and daily 
. each including purchase tax and carriage. 


Please send me 


Simplex Desk Diaries for 1952, 
sheets size 4 in. 


x 3 in. at 9s. 4d. 
Invoice me on despatch. 


OR 
| . Simplex Desk Diaries for 1952 
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Display Notes—continued. 


would not appear to make any par- 
ticular difference. 

*& ” oe 
SUCH criticism can hardly be 
“ levelled at the designer of the 
Nutrex stand at the same show, 
Beverley Pick. He has achieved con- 
siderable individuality, while keep- 
ing plenty of floor space clear for 
the hurly-burly of the exhibition. 

Nutrex, who recently appointed 
Saward, Baker & Co., Ltd., to 
handle their advertising, are re- 
designing the whole range of their 
sales material. Among other work 
which Pick has completed for them 
is a new wrapper for the loaves. 

* * ~ 
"THE Bakers’ Exhibition did, in 

fact, produce several very enter- 
prising stands. Another example, 
on the stand of Craigmillar and 
British Creameries Ltd., was a con- 
ception of a baker's shop window in 
the year a.p. 2051. 

Lunar loaves, molecule marsh- 
mallow and calory cake capsules “‘as 
supplied to Moon Products Ltd.” are 
among the items shown in an en- 
closed dust-proof, fly-proof, wasp- 
proof and refrigerated window. 

There was a link with the 1951 
Festival on the stand, too. A re- 


The message on the Veriglow can 
be changed in a matter of seconds. 


volving “radar-equipped” miniature 
shot tower emitted light rays which 
illuminated constellations of stars on 
the ceiling of the stand. At the same 
time cakes round the base of the 
tower, including the company’s 
Constellation variety, were lit up. 
* oe 7 

| NTERESTING new device recent- 

ly introduced by Junecro Ltd., is 
a compact neon-type sign called 
Veriglow. It works from a normal 
radio circuit so that there is no 
direct contact between the letters and 
the current. Fire and mains con- 
trol are therefore not necessary. The 
cabinet is 24 in. wide and 8 in. high. 
The message can be altered merely 


This 5 in. x 8 in x 34 in. box 
prevents pilfering, untidiness. 


by pulling out the separate letters 
and putting others in their place. 

*~ ~ * 
METAL Box Co. Ltd., have in- 
4V8 troduced Shopak display cartons 
designed not only to form a point- 
of-sale display piece, but also to 
reduce pilferage. An added advan- 
tage is that the retailer, when 
receives the pack, does not have to 
start erecting a complicated display 
from a cut-out. He simply opens 
the lid and the display automatically 
falls into position. The contents of 
the box is covered by a piece of card 
forming part of the display. This 
serves a double purpose of arrest- 
ing straying hands and covering the 
untidiness often associated with a 
display box after removal of some 
of the content. 


* * * 

emphasise the need for a 
greater effort in conserving the 
raw material used in bus and truck 
manufacture, Leyland Motors Ltd, 
are staging an “Economic Use of 
Materials” exhibition in which 
numerous practical examples of ways 
of saving materials are given. 

The show was opened on October 
15 at the Farington factory, and it 
will be transferred later to the 
factories at Leyland and at Chorley. 
The employees’ lunch time will be 
extended to give every man a chance 
of attending it. 

“By demonstrating the various 
practices already in use in the 
factories to save steel, aluminium 
wood and hide,” said 
Charnock, general works manager, 
who initiated the exhibition, “we 
hope to make every employee more 
conscious of the material supply 
Position and so induce them to make 
further suggestions.” 


ri 


Imperial Smelting Corporation had this stand at a recent exhibition in 


Bristol. Responsible for 


design 


and construction were Leon 


Goodman Displays Ltd. 
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HRISTIAN/[ERALD 


Gets Results Because its Readers Have’Faith in it! 
INCREASE IN RATES SINCE 1947 


INCREASE IN PRICE SINCE 1948 


THE CHRISTIAN HERALD COMPANY LIMITED 


6 TUDOR STREET, LONDON, E.C4, Telephone: CENTRAL 3624 


OR, 4 WESTERN ESPLANADE, PORTSLADE, BRIGHTON, SUSSEX 
Telephone: HOVE 47288/9 


DROP IN READERSHIP! 


ll 


The National Newsagent is 'M) a _ 
Seiad ea ate i eww 


uw 
widest coverage in the 


Certificate 


WATIONAL WEWSAGENT, BOOKSELLER, STATIONER 


107 FLEET ST., LONDON, E.C.4 "PHONE: CITY 2604 (4 lines) 


Siertayr 


fl 
Cronin | 


ORGANISATION 


Specialists in 
HIGH CLASS 
* SPECIAL PURPOSE 
TRUE TO LIFE 
DISPLAYS 


% ask about the new GRAPHICOL DISPLAY 
PHONE PRI 6612 


THE GRAPHICOL DISPLAY ORGANISATION 
29 NORTHWAYS PARADE - SWISS COTTA 


GE - LONDON: N.W.3 
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= of W. H. Hamp 
Hamilton, general and adver- 
tisement manager of the Glasgow 
Observer group, to the chair of 
the Club Development Committee 
brings with it new honours to 
Scotland. He is, I believe, the first 
Scotsman to hold such a nationi 
office while living and working north 
of the border. 

Now in his early forties, Hamp 
has behind him twenty years’ active 
participation in club affairs. Joining 
the Publicity Club of Glasgow in 
1930, he served as social convener 
and, from 1941 to 1946, as hon. 
secretary. In 1946 he became vice- 
president and held office as presi- 
dent during 1947/48. It was at this 
time he became assoc ated with the 
Club Development Committee, of 
which he has been vice-chairman for 
the past two years. 

Hamp has been connected with 
advertising almost all his working 
life. His first post was with 
Canadian National Railways in 
Glasgow and he was subsequently 
with the Hamilton Advertiser, 
Falkirk Herald, Simpson & Gemmell 
Advertising Ltd., Scottish Daily 
Express and McInnes Thomson 
Advertising. He joined his present 
company in 1938 as advertisement 
manager, and became also general 
manager a year later. 

An hon. member of the Institute 
of Public Relations, and a member 
of the Incorporated Sales Managers’ 
Association, Hamp was also hon. 
publicity convener to the British 
Empire Cancer Campaign in 
Glasgow. 

” * * 
MEMBERS of an agency studio 
(cam are artists, not mere hacks. It 


is to impress this on their colleagues 
and friends that the art department 


W. Hamp Hamilton 


of Masius and Fergusson hold each 
year an exhibition of their spare- 
time work. An excellent show it is, 
too, as I found when I vis.ted 
recently at the invitation of art 
director G. A. Towers. 

re were 52 exhibits, selected 
from an entry of 89 by a panel 
comprising Towers himself and two 
art teachers. Ali were of obvious 
merit, and great diversity of talent 
was evident. 

Youngest member of the team, 
George Stock, who is only 17, had 
seven exhibits, five of them lino cuts, 
all remarkable for strong sense of 
design and originality of conception. 
Another outstanding exhibitor was 
Alan Tabrum, whose more mature 
work included a lithograph, “Girl 
Through Window,” in which sun- 
light is skilfully contrived by an 
unusual use of colour. 


Noel Godber 


Memo tor 
Spacebuyers 


‘It is better to do early and from foresight 
that which we may be obliged to do from 
necessity at last’ —BURKE 


No one newspaper is indispensable, but no National 


scheme is complete without the Universe. 


A.B.C. Net sales 30th June, 1951: 237,815 copies weekly 


e000 0000000 


Buy inthe right market and get QUALITY -QUANTITY - RESULTS at 40/- per s.c. inch 


FIELD HOUSE 


* BREAMS BUILDINGS - 


LONDON - EC4 


Mrs. E. B. Hatch 


The two pictures that most ap- 
pealed to me _ personally were 
Michael Clarke’s delightful whimsy 
“London. Venice,” depicting London 
streets as canals, with buses and 
other vehicles mounted on floats, 
and Towers’s “Hartlake Lock, 
Tonbridge,” an oil painting glowing 
with warmth and colour. 


x * * 


VIGOROUS campaigner for closer 
manufacturer-retailer _ relationships 
as a means of lowering prices 1s 
G. F. W. Malham, first retail sales 
manager to be awarded a Fellow- 
ship of the Incorporated Sales 
Managers’ Association. 

A director of Upton’s, the Tees- 
side and district multiple ship con- 
cern, Malham is founder secretary 
of the local branch of LS.M.A. 
which, started in 1948 with six mem- 
bers, now numbers among its 53 
some of the leading sales executives 
in the district. 


* * * 
THAT, after fifty years’ devoted 
service with the Croydon Times, 
Mrs. Edith B. Hatch has retired, 
will interest the very many advertis- 
ing and Press men who think of her 
with affection and respect. 

rs. Hatch’s long career is one 
of the romances of the newspaper 
industry. She went straight from 
school to work as a junior clerk on 
the paper, which was then owned 
by her father, and she rose to be- 
come managing director. During 
her time, the business grew from 
being the publishers of a small four- 
page issue, to one of the leading 
printing houses of South London, 
publishing an important series of 
weekly newspapers. 

For many years, Mrs. Hatch has 
been a well-known figure in the 
social and business life of Croydon. 
She organised the annual Croydon 
Gay Nineties Ball which helped 
many worthy causes, among them 
“Old Ben” (Newsagenis’ Benevoleni 
Institution), and has done wonde:- 
ful work for charities and social ser- 


vice. 

Her husband, T. J. Hatch, also a 
former director of the Croydon 
Times, retired from business some 
months ago. She herself will con- 
tinue to be a director of the firm. 
I wish her much health and happi- 
ness in her retirement. 


* a as 
THERE ARE some men who just 
can't keep away. Noel Godber is 
one of them. When he retired from 
the managing directorship of the 
McCann-Frickson agency in 1949 he 
planned to devote his leisure to the 
writing of humorous novels. But, 
with two books published during the 
past twelve months, another coming 
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C.D.C. chairman sets 
Scottish precedent: 
Agency’s art on 
parade: Fine career 
of Mrs. E. B. Hatch: 
Noel Godber plans 
advertising  come- 
back. 


By CONTACT 


out in December, and others written 
that will satisfy his publishers’ ie- 
quirements for the next two years, 
he finds his time is not fully 
occupied. He tells me, thereforz, 
that he is establishing himself ‘n 
= ate advertising practice, offering 

is services either for copy and ideas 
or in an advisory capacity. 

If experience counts for anythinz, 
Godber should be able to give valu- 
able help. During his long career 
he has written copy on which adve-- 
tisers have profitably spent millions. 
One thinks, cspncially. of the dram.- 
tic way in which he helped to “put 
over” Essolube motor oil so wel! 
that within a few weeks it was fight- 
ing neck and neck for top sales with 
the established leader in this field. 
Further back, his brilliant work for 


Audrey and Martin Jones, children 
of A. Edward Jones (chairman, 
British Direct’ Mail Advertising 
Association) are shown over the 
Esselte Reklam agency, Sweden, by 
Stig Arbman, who spoke at the 
International Advertising Conference 
direct mail session. 


St. Ivel Cheese resulted in a new 
company being formed and many 
times over-subscribed by the public. 

As one who has been chief copy- 
writer, account executive, and finally 
managing director of a _ noted 
agency, as well as advertising mana- 
ger of such firms as Boots, Oxo and 
British Thomson Houston, Godber 
knows both the agency and client 
sides of advertising as do few other 
men. 


WEEKS WISECRACK 


~N 


**,..and if any ex-M.P.s 
start applying for jobs as 
account executives, tell 


’em we're full up.” 
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at LD per page 


10/- PER PAGE PER THOUSAND 
i.e. one of the best ‘buys’ in the magazine field 


PHOTOPLAY’s sale is 150,000 per month, and it is a reasonable 
certainty that this figure will be greatly increased. 


BRITAIN’S BRIGHTEST AND MOST INTIMATE FILM MAGAZINE 
An Argus Press Publication ¢ 8-10 Temple Avenue E.C.4 © Central 3514 
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ADVERTISER'S WEEKLY 


is used by Richard 
Potts and Partners Ltd. 
to tell makers of all 
kinds of food products 
the unique advertising 
and marking advantages 
of their client’s— 


TRAPINEX 


Announcement of 


FOOD MANUFACTURE 
17 Stratford Place, London, W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


MONTHLY review 

of current thought 
on building problems 
availability of materials, 
architectural trends, town 
planning and municipal 
housing. 


BUILDING DIGEST 


is another 
publication of the 
MANUFACTURING CHEMIST 
TEXTILE INDUSTRIES & FIBRES 
PAINT MANUFACTURE 
WORLD CROPS-——-ATOMICS 
FOOD MANUPACTURE 
CHEMICAL ENGINEERING 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 
PETROLEUM 


All published at 
17 Stratford Place, W.1 


Specimen copies on request 
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Publications News and Notes 


Electrical Paper’s 


Diamond Jubilee 

In 1891, nine years after the first 
public electricity supply, the 
Electrical Times commenced publi- 
cation. This week it celebrates its 
sixtieth anniversary. For fifty-six 
years R. W. Hughman served with 
the paper, retiring from the position 
of managing director in 1947. In 
this week's issue some of his 
reminiscences are published, which 
provide a new lizht on technical 
journalism and electricity supply in 
the early days. To celebrate the 
jubilee the Electrical Times gave 
a dinner to all past and present 
members of the paper. 

* oa * 

Bus and Coach is publishing a 
special extra issue every year to 
publicise the advanced technical 
design of British passenger road 
transport vehicles. The first, on 
November 14, entitled “British 
Design For 1952” and _ priced 
2s. 6d., will cover the whole field 
in great detail. 


. * * 

Cover of November issue of 
World Sports shows in full colour 
athletes Arthur Wint (Jamaica) and 

Bryngeirsson, Icelandic pole 
vaulter. 
* * 

Now available to newsagents and 
booksellers is the 1952 edition of 
lliffe’s Yachting World Diary. 52 
pages of reference material contain a 
wealth of information to the 
navigator. 

* . 

A Survey of the Motor Industry, 
1951. in the October 20 issue of the 
Investors’ Chronicle was supported 
by some 16 pages of advertisements 
from many of the biggest car. tyre, 
oil, and accessory people in the 
country. 

. ~ 

Fishmongers’ equioment manu- 
facturers- account for most of 
some twenty pages of advertising in 
Fish Industev, a new Is. €d. 
monthly published bv Blandford 
Publications. Excellertly produced 
on glossy naper. 9} in. x 74 in.. 
this magazine for the nroducer. 
merchant, processor, fishmonger 
and frier has a _ peach-coloured 
eever with a 51 in. square panel 
iNustration. Colour is also used 
internally for some of the headings. 

* « 


Woman is to run an eight to ten 
week series of articles by Dr. David 
Mace, one of the founders of the 
Marriage Guidance Council. 

~* * * 


The People is to start a new 
series on the Windmill Theatre 
written by Vivian Van Damm. 

* * *” 


Features in the November issue 
of Family Doctor include “The 
Inside Story of a Laundry” by Ann 
Morley-Smith, and an entertaining 
article for all wives of husbands 
who suffer from duodenal ulcers: 
“I Married a Stomach.” « 

* * * 


“Bob Hope's Life Story,” told by 
himself in a series of six snappy 
articles, starts on November 2 in 
Radio Review, the national radio 
newspaper whose last A.B.C. figure 
of 103,966 marked a new record 
for Irish weeklies. 


A_ controversial special page was 
published in Morecambe 
Guardian on October 20 in connec- 
tion with Morecambe’s illumina- 
tions, which have evoked a great 
deal of controversy locally as to 
whether or not the town benefits 
during the illuminations period. The 
page carried a nine-column by 
34 in. block showing a section of 
the promenade lights on which was 
superimposed the words ‘“More- 
cambe Tradesmen ‘Review’ the 
Illuminations.” Ten tradesmen each 
booked a 6 in. double column ad- 
vertisement in which was repro- 
duced their own photograph. Their 
own views were presented from a 
business standpoint. Geoffrey C. 
Mackrill, advertisement representa- 
tive of the Morecambe Guardian, 
designed and executed the page. 
* * * 


First advertiser to appear on the 
front cover of lota, claimed as the 
only journal devoted to 500 c.c. 
motor racing, is the Vigzol Oil Co. 
Ferodo Ltd. and the Dunlop 
Rubber Co., Ltd., will also appear 
on the future front cover which has 
a new design in two colours. Jota 
is published by Pearl, Cooper Ltd., 
who are now preparing the first 
Year Book of 500 c.c. motor racing. 

* * * 

Country Life Motor Show Num- 
ber is increased in size to 144 
pages. Leading organisations in 
the industry are very well repre- 
sented in the special issue by many 
finely reproduced announcements. 
Advertisement pages total 734, in- 
cluding 16 in colour. 

* ” 7: 

Last week’s issue of The Motor 
covering the London Motor Show 
contained over 200 pages including 
a large full-colour supplement. 

* * * 

The current. issue of British 
Vogue Expert Book features cash- 
mere sweaters from Hawick and 
the Scottish border. Haute couture 
wools from merchant collections are 
covered in colour. In four pages 
called “Made in Britain, Made-up 
Abroad” British fabrics are shown, 
made up by great ready-to-wear 
houses overseas. 

” * * 

Last week’s issue of Home Notes 
contained a Is. 3d. offer for two 
Goya lipsticks. 

* * * 

July-December edition of 
lliffe’s Transport Goods Guide 
has as its main feature a 26-page 
“A.B.C. of Transport Services” 
giving details of independent road 
transport services, “smalls” opera- 
tors, local carriers, long-distance 
services and clearing houses. 
Transport contractors account for 
a large advertisement content. 

* * * 

The Municipal Journal is reprint- 
ing a series of articles on the evolu- 
tion of local government from the 
Municipal Journal and London ot 

. The articles were written by 
Sidney Webb, who was a_member 
of London County Council at that 
time. The booklet incorporates a 
limited amount of advertising space. 


and 


and | 
have reverted to their pre-war page 
size. 
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Payment For 
“ee 
Designs 

The Display Producers and 
Screen Printers Association js urg- 
ing members to insist on payment 
for all designs submitted to 
customers. 

At a recent meeting members 
agreed unanimously that the As- 
sociation’s rule dealing with pay- 
ment for designs should be 
enforced. This lays down that no 
design should be submitted to a 
prospective client without a clear 
understanding that it should be 
paid for. The charge, it states, 
should be calculated on the cost— 
materials used, labour and a pro- 
portion of overheads—with a 
minimum profit addition of ten 
per cent on such costs, If a firm 
order is subsequently obtained, 
the member is at liberty to credit 
the client with the charge for the 
design in whole or in part as may 
be arranged. 

The Council of the Association 
have pointed out that though 
there should be no difficulty in 
the case of designs for display 
and screen printing, in many in- 
stances members who submit 
designs for exhibitions find it diffi- 
cult or impossible to obtain pay- 
ment because exhibition con- 
tractors outside the Association 
make a practice of preparing and 
submitting designs without 
charge. They are hoping that an 
agreement may be reached on this 
matter. 


> . *,? 
T.V. Exhibitions 

Television exhibition or public 
demonstration has proved one of 
the most effective and valuable 
forms of advertising for television 
equipment retailers, according to 
R. T. Lascelles, national pres dent, 
Radio and _ Television ‘Retailers’ 
Association. 

; “In recent years the word ‘exhibi- 

tion’—especially when linked with 
television—has become imbued 
with a magnetic attraction,” he 
writes in R.T.R.A. Magazine. 

“It is usual to take names and 
addresses of visitors to your shows 
and demonstrations for follow:ng- 
up later. Through all demonstra- 
tions, personal selling and advertis- 
ing, it pays to emphasise that tele- 
vision is a highly specialised and 
complicated subject, which can 
best be handled by a fully qualified 
and reliable dealer.” 


. 


Manchester Check 
On Motorists 


A recent survey, sponsored by the 
Manchester Guardian and Evening 
News Limited and carried out by 
Research Services Limited, showed 
that of the private motorists living 
in the greater Manchester area 64 
per cent. were readers of the Man- 
chester Evening News. Statistics 
also go to show t one out of 
every 20 readers is a_ private 
motorist. 

In response to repeated demands 
the Manchester Evening News has 
now published for sale at one 
shilling a booklet in which are re- 
printed the routes of twelve motor 
tours through northern 
together with the distances 
descriptions of places of interest by 
the wayside. 
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Announcing— 


HARPERS 
EXPORT 


WINE & SPIRIT 
GAZETTE 


to be published in 
FEBRUARY 1952 


and thereafter at 
4-monthly intervals. 


Harpers EXPORT Wine 
& Spirit Gazette will bea 
‘class’ publication, print- 
ed on art paper with a 
The 
Editorial will be specially 
written for the EXPORT 
Market, part of which will 
be in French, Spanish, 
Portuguese and German. 


4-colour cover. 


For full particulars and 
advertising rates apply to: 


HARPER & CO. 
8 Lloyds Avenue, 
London, E.C.3 


ROYAL 3838 
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@ MARKETING NEWS AND TRENDS—continued 


No Customs On Exhibits For 


Chicago Fair 


All exhibits for the second 
Chicago Trade Fair (March 22 to 
April 6, 1952), will be allowed to 
enter the U.S. free of customs dutics 
as the result of a Bill passed unani- 
mously by the House of Represeni.- 


tives. 

A world wide we campaign 
has been launched and already there 
have been bookings and inquiries 
from many countries. Indications 
are that Japan and Germany will 
make strong efforts to capture the 
American markets for their export- 
able goods. British bookings are ex- 
pected to exceed last year both in 
quantity and in variety of products. 

A. P. Wells, British representa- 
tive of the Fair in London, states 
that the Fair is an opportunity for 
Britain to narrow the — gap. 


A special challenge cup al 199 
guineas will be the first prize in the 
Hoover autumn window display 
contest which opened this week and 
will run until November 3. 
money will total over £800. 

The competition will be divided 
into three sect'ons—electricity board 
showrooms, denartmental stores and 
home furnishers, and electrical con- 
tractors and ironmongers. 

Leaflets have been sent to all 
Hoover dealers in which it is pointed 
out that, even if their —_- dovs 
not win a a it is bound to bring 
extra sa 

* * 


* 

Rolls Razor Ltd. have introduced 
the Twin-Four Viceroy dry shaver. 
It retails (in silk and velvet lined 
case) at £8. Press advertising in- 
cludes national Press and magazines. 
~ Fe white yr colour 
wi use oer 
Ltd. are 5 opm. 


One ‘janied ons hi nated bakers 
and tir wives attended the annual 
sales conference of Procea Products 
Ltd., at Grosvenor House last week. 
Sales aids and other publicity 


material were on show during the 
afternoon. These included a large 
— of the Chelsea bun house, 
ponsored the company and 
erected in Sloane Square for Chel- 
sea’s Festival of Britain celebrations. 
Winner of this year’s Procea 
National Award, the Gold Cup, was 
C. J. Tompkins (Bracknell), Runner 
up was Glentons Ltd. (Grimsby). 
later Eyre & Sons (Louth), were 
very highly pF 
Public relations for the confer- 
ence were handled by F. J. Lyons. 
Procea’s a are 
Dortand Advertising 


Ajax Offer 


A coupon now being circulated 
to housewives by Colgate-Palm- 
olive-Peet Ltd. offers a Is. 3d. 
canister a Ajax oer 9d. 2 

Henry ne Sakae Ltd. are in- 
troducing a new Ss. ball perm called 
the Stephens junior. 

* * * 


A new Rexel plastic dispenser in 
five colours is being for 
ene Se aeaave ase. 


A. H. Knowles Ltd., Manchester, 
are arranging a Press reception and 
fashion parade in London next 
Monday to launch a collection of 
teen-age dresses starred by Betty 
Barclay of California — leading 
American junior fashion house. 
Exclusive rights to produce these 
dresses in this country has been 
obtained by Lester Haddon Ltd. of 
Leicester. 

- * 

Keith Unwin, Commercial Coun- 
sellor at the British Embassy in 
Buenos Aires, was not optimistic 
about the future volume of Ancvlo- 
Argentine trade when he addressed 
the British Chamber of Commerce 
there last week. The volume o' 
Argentine imports from the U.K.. he 
said, would be kept down by the 
low level of Argentine exports to 
Britain. 


@ PRESS PLANS AND PROSPECTS—continued 


Letters Give 
Thanks 


Women’s Wear News have issued 
a novel promotion piece consistin: 
of a folded white card inside whic 
is a flap containing 22 — in 
miniature of letters received by 
Thornton Bridgewater, director, 
praising the journal as an advertising 
medium. The folder is tastefully 
designed to give the impression of 
neatness and efficiency. Enclosed 
with it is a skp commeyne in 
facsimile handwriting, Mr. 
water’s compliments. 

*« . 

The Manchester Evening News, 
in conjunction with the Council of 
Industrial Design, is to sponsor an 
exhibition house on a new estate at 
Sale (Cheshire) next March. The 
newspaper's research department 
recently visited Sale to determine 
the attitude of people in the area 
towards furnishing and attendant 
problems. 

* * * 


The Daily Herald national brass 
band championship festival takes 
place at the Royal Albert Hall on 
Saturday. Seventeen bands will be 
competing. In the evening there 
will be a festival concert in which 
there will be nine massed bands 


yates part and the Morriston 

Orpheus male choir, conducted by 
Sir Malcolm Sargent. 

- . . 

The 1952 Household Guide and 
Almanac published by News of the 
World will contain 352 pages in- 
cluding 32 in full colour. Its con- 
tents will include horoscopes, 
household hints, knitting patterns 
and a gardening guide. 


Churchill Snaps _ 


Pictures from the personal album 
of Winston Churchill are to be 
yy! in Woman’s Illustrated 
Or five issues starting next week. 
For the first instalment the four 
centre pages will used. Press 
~ ge is being used to boost 
sa 


* * * 


Christmas number of The Field, 
to be published November 17, price 
2s., will be greatly enlarged and 
illustrated with black-and-white 
pictures and 14 colour plates, some 
of which will accomnany an article 
on military ceremonial. 

* om 7 

Tronmonger is offering £50 in 
prizes in a window display competi- 
tion tieing up with the national 
hardware gift token week to be held 
between November 19-24. 


ADVERTISER'S WEEKLY 


New kinds of people 

have come to the top 
in the hurly-burly of modern 
times. Growing industries and 
the coming of the Admiralty have 
brought a large population of all 
ages and incomes to Bath, making 
its population a complete cross- 
section of the English market. 


The 
Bath Chronicle with a nightly 
circulation of 36,000—14 copies 
for every house in the city—gives 


Reaching them is easy. 


you a positive ‘blanket’ coverage. 


9/- per s.c.i. is all it costs you 
to make certain of reaching every 
part of this compact microcosm 
of fashionable, professional and 
industrial Britain—not only in 
Bath, but 
Somerset and Wiltshire, centred on 


in a wide area of 


Trowbridge, Chippenham, Devizes, 
Radstock and Keynsham. 


You're selling to Britain in miniature if 


* The ONLY evening paper printed in 

Somerset. Get full details from: The 
Advertisement Manager, 134 Fleet Street, 
London, E.C.4. Telephone: Central 2767. 
GLOVER® 18204, 
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THAT a new cake mixture can be 
expected on the market in the near 
future. = . 


THAT the 1951 British Press Pic- 
ture of Year competition will have 
two new categories—industrial and 
technical, and merchandising. 

*” * . 


THAT the wartime utility frontage 
of the British Industries Fair 
heavier engineering section at Bir- 
mingham is to be demolished and 
replaced by a permanent facade of 
“imposing design” ready for the 
1952 Fair (May 5-16). 
” - * 


THAT Tibbenham Publicity Ltd., 
who occupy the third floor of 244 
Hich Holborn, have extended their 
offices and taken over the whole vi 
the second floor. 

* * * 


THAT Linolite Ltd., electric light 
fitting manufacturers, are celebrating 
their fiftieth anniversary this year. 


THAT toy clockwork models of 
Watney, Combe, Reid's beer tank 
wagons are now in production at 
the Merton factory of Lines 
Brothers and will shortly be on sale 
throughout Great Britain. 


Group at a staff outing of Star Solus Sites, Bradford, to the Morecambe 
illuminations. 


THAT Lewis Foster, of Diana 
Studio Ltd., has just returned from 
a visit to Antwerp, Brussels and 
Paris where he has been supervising 
installations for clients in those 
cities. 

* . 


THAT Kurtis Squire Shops, Man- 
chester, persuaded Ray Ell ngton 


* and his Quartet to participate in a 


successful publicity stunt at their 
Fountain Street premises last 
Saturday on the eve of the North’s 
first male fashion show. 

” * *” 
THAT Peggy Cummins, stage and 
Screen star and daughter of the 
editor of a Dublin newspaper, 


” ADVERTISING MANAGER’S CORNER 


Up the Poll! 


“‘Give us an election message,” 


” 


for Harris! 


they said. “ Vote 


we responded hopefully. Since then 


we have been nursing our seat... . 


Being much too busy to go to the country, we 
have been conducting an opinion poll on the 
constituents of good point-of-sale advertising. 
And, believe it or not, no matter how often we 
cross-examine different cross-sections of the 
advertising world, all the opinions add up to 
HARRIS Advertising. So you are welcome to 
canvass us any time at REG 3295. 


distinctive showcards, clever cut - outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel : REG 3295-6 


opened the “Woman's Fair Exhibi- 
tion,”” sponsored by the Manchester 
Evening Chronicle, at the City 
Hall, SSanatastes. 

* * 


THAT r S. Parry, director and 
general manager, presented 
Urmston Telegraph 
replica to the winner 
Urmston Children’s Cycle Rally at 
a ceremony in one of the town’s 
Civic Restaurants last Friday. 

x * * 


THAT a publicity officer for the 
National Federation of Newsagents 
is suggested by columnist Cosmos 
writing in this week's issue of 
National Newsagent. 

* ~ 


THAT this moving escalator carry- 

ing twelve wire mesh trays each 

containing four specimens of canvas 

footwear was the centre piece of the 

North British Rubber Company 

stand at ws Shoe and Leather Fair. 
* * 


THAT Fibreglass Ltd. of St. Helens 
(Lancs) will be showing their build- 
ing installation materials at the 
Building Exhibition at a 
The stand design is by A. 
Buckley, of A. H. Knowtes id. 
Manchester. 

*~ - ~ 
THAT two C.O.I. films, “The story 
of paper making” and “The story 
of printing” are being shown at an 
exhibition of British books spon- 
sored by the British Council i 
Nigeria. 

- * . 


THAT the third National Packaging 
Exhibition will be held at Olympia 
from January 20 to 30. Owing to the 
shortage of packaging materials the 
exhibition is to be biennial. 


Octoser 25, 1951 


ADVERTISING 
DIARY 


» October 26. 

MASTER SiGN MAKERS’ ASsOcIA- 
Tion (Yorkshire branch). Annual 
dinner and dance. Parkway Hotel, 
Leeds, 7 p.m. 

Monday, October 29. 

PusLiciTy CLuB LONDON. 

les Stokes. Aldwych 


INSTITULE OF INCORPORATED 
PRACTITIONERS IN ADVERTISING 
dinner. Dorchester Hotel. 

» October . 

REGENT ADVERTISING CLUB. 
(educational lecture). Mrs. Beatrice 
Ward on oa 

° 

rusuicity Ciup OF WOLVER- 
HAMPTON. Public speaking class. 
Beaitie’s staff iounge, 7.15 p.m. 

ADVERTISING CLUB OF OXFORD. 
Claud F. Wyau on “Economy in 
corm and cos. Can Make auveriis- 
ing more effective.” Black Hail, 


Pusuicity Cius OF SHtbrribiv. 
a. - 01 On “Asreruoing 
through the eyes of a newspaper 
Dub.sscr,” Graud Ho.cl, 12.45 p.m. 

Moncay, Novemver 5. 

Pusticity Civus OF LONDON. 
Mara Cnupman-walker on “kicc- 
tion puol.cuy.” Waldorf Ho.e. 

» Novem! 6. 

ASSOCIATIUN UF ADVERTISERS IN 
IRELAND luncheon. Metropole, 
Dubin, 1 p.m 

KELENT ADVERTISING 
Saxon Mills on “Copy” teducational 
lecture). 

AND BUCKS PUBLICITY 
Civus. Educational lecture. 
Caie. Reading. 7.15 p.m. 
Thursday, November 8. 

PUBLICITY | 
Speaser : 

acDoosid. King Edward 

PusiiciTy Associa- 

Margaret’ K. 

“The American v. the 

Briusb approach to women through 
advertising.” 


* 9 
"Psychic Sense 
in Selling 
R. S. Corbett, in a talk to 
Manchester branch of the In- 
corporated Sales Managers’ 
Association, said: “I have had 
considerable experience in speci- 
ality selling and contend that a 
speciality man does develop a 
psychic sense to a more marked 
degree than a man who is selling 
in a market which is largely con- 
trolled by supply and demand. 
“In consequence this man de- 
velops an extension of his senses 
which reaches out in whatever 
direction he wishes to concen- 
trate. The salesman, however, 
must be in harmony with the 
person to whom he proposes or 
hopes to make a sale, and where 
such harmony exists it is easily 
possible to demonstrate the fact 
that telepathy is a natural work- 

ing of the mind. 

“All of you will have known 
very frequently, even before 
reaching the inquiry office, 
whether you have got an order 
or lost it.” 

Mr. Corbett contended that 
anyone who cared to develop 
what he described as “this 
sensitivity” would make more 
headway than a person who did 
not bother. 


They Join L.S.B.A. 


Chase Protected Cultivation Ltd., 
Elliott Bros. (London) Ltd. and 
India Tyre & Rubber Co., Ltd., are 
new members of the Incorporated 
Society of British Advertisers. 
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Typical shot— 


. . 
Students Visit 

Big Display Works 

For over two hours students 
taking the advertising course at the 
North Western Polytechnic, with 
their lecturer, W. Harold Butler, of 
Saward, Baker & Co., were given 
the whole of the “works” of Dis- 
play Productions Ltd., Holloway, 
by the managing director, H. O. 
Timbs, and his production chief, 
A. Perryman, assisted by Mr. 
Pressburgher. 

“No better assistance to the 
‘advertising man of to-morrow’ is 
given than by the management of 
firms who so kindly open their 
works for students,” said Mr. 
Butler, “and it can, of course, be 
very good business too.” 


. .* 
Selling Poppies 

Mullally & Warner Ltd. are co- 
operating with the appeals division 
of the British Legion and its public 
relations officer, Neil Tyfield, in 
organising a special Mayfair mid- 
night appeal on November 9 in con- 
nection with this year’s Poppy Day. 

Richard Attenborough is honor- 
ary appeals organiser and the 
Mullally & Warner office are like- 
wise acting in an honorary capacity. 
Well-known stage, screen and radio 
personalities will make a personal 
appeal on the night of November 9 
at most of the West End's night 
spots and a team of models from 
the Gaby Young Agency will be 
selling poppies. 


Manchester I.A.M.A.’s 
Winter Session 


The Manchester Branch of the 
Incorporated Advertising Managers’ 
Association have an_ enterprising 
programme for the winter session. 

At the first meeting at the 
Queen's Hotel, Manchester, mem- 
bers freely discussed topics of 
interest to the profession, among 
them the advisability of establishing 
an educational programme and 
policy with particularly application 
to advertising managers. 
October 30 E. H. Williams, person- 
nel manager of Affleck & Brown 
Ltd., will speak on “Social conse- 
quences of Advertising.” 


221 


How America Will Emphasise 


True Value Of Advertising 


BIG CAMPAIGN TO | 


CONVINCE THE 
PUBLIC 


ISCUSSION of schemes for 

“advertising advertising” 
in Britain will be stimulated 
by the latest campaign on 
these lines now being launched 
in America. 

The American campaign is the 
fourth to be run by the Adver- 
tising Federation of America in 
the last six years. 

Elon G. Borton, president and 
general manager of the Federa- 
tion, told ADVERTISER'S WEEKLY : 

“Advertisements are offered to 
all of the media at cost, or in the 
case of radio, free. The media 
are asked to run them as a service 
to advertising and to themselves. 
The Federation name is not on 
any of the material so that they 
can run them without a sponsor 
or use their own name or use the 
name of the local advertising 
club. 

“At the same time, we sent a 
kit of all the material with a 
guide book to the local advertis- 
ing clubs asking them to form a 
committee and promote the use 
of the material in their communi- 
ties. Some of them do this rather 
effectively. 

“It is estimated that our last 
campaign reached 75 million 
people.” 

Last year, over 600 newspapers 
bought and used mats; over 900 
radio 
Stations 
broadcast 
A.F.A. tran- 
scriptions, 
while hun- 
dreds of 
others used 
their scripts. 
Over 75,000 
car cards 
were dis- 
played, and 
over 1,000 
outdoor 
boards were 
posted, Elon G. Borton 

The new campaign is designed 
to re-emphasise the economic 
values of advertising “in a con- 
tinuously hard-hitting fashion.” 

Every phase of the industry 
has endorsed the campaign and is 
urging its members to give com- 
plete co-operation. The 101 ad- 
vertising clubs affiliated with 
A.F.A. have been alerted to give 
local endorsement. 

Twelve mats of suitable ads. 
are supplied for newspapers, 
magazines, business and farm 
journals. Live scripts, put over 
by the best talent, are provided 
for radio, and two striking 
posters for outdoor sites. 


—in the campaign 
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Ink Exposure 
Test Offered 


Coates Brothers Inks Ltd. are 
issuing a colour chart illustrating 
their improved Neonink daylight 
fluorescent silk screen inks. 

Six Neonink colours are now in 
production — scarlet, magenta, 
electric green, sulphur yellow, 
primrose yellow and brilliant 
orange, 

It has been Coates Brothers’ aim 
to improve colour brilliance and 
non-fading characteristics. A con- 
trolled series of outdoor exposure 
tests have been in progress 
throughout the summer months. 
Coates are willing, on request, to 
demonstrate these tests. 

Neonink primrose yellow is a 
little warmer in tone than the 
established sulphur yellow, and 
in lightfastness it approaches the 
standards expected of non- 
fluorescent poster inks. It is 
claimed that the greatly extended 
life of posters printed in this new 
colour paves the way for a new 


chapter in the use of daylight * 


fluorescence. 


e e . . * - 
Printing—An Engineering 


Problem In The States’ 


Candid criticisms of the shortcomings of both management . 


and workers in the British printing industry as compared with 
the American were made by speakers at the Bristol Conven- 
tion of the printing trade’s Joint Industrial Council. 


“American letterpress printing 


. has expanded 34 per cent between 


1939-47, while the British figure 
decreased 20 per cent” asserted 
P. J. W.. Kilpatrick (director, 
T. & A. Constable Ltd., Glas- 
gow) a member of the Letter- 
press Printing Productivity Team. 

Listing some of the ways in 
which very high productivity was 
obtained in America, he said that 
in letterpress there was specialis- 
ation of the work carried out by 
the individual. The American 
attitude was that printing was an 
engineering problem, and that the 
day of the craftsman was past. 
“Much as we may deplore this 
attitude, it is undoubtedly a major 
factor in the high productivity of 
America,” he said. 

Utilisation of machines was 
another point. The American 
realised that he could not afford 
to keep an expensive machine 
standine for 16 hours out of the 
twenty-four. He used the machine 
for at least two shifts and some- 
times three. and ran it at the 
highest speed possible. We might 
say that this would shorten the 
life of the machine. The Ameri- 
can would answer that during its 
life it had produced so much that 
it hed earned its cost in 10 vears, 
and he conld scrap it and buy a 
faster machine. 

The helo eiven by unskilled 
to skilled men also allowed the 
machine to run for a greater pro- 
portion of its time. Unskilled men 
were allowed to carry out work 
which would not be permitted in 
this country. 

Planning was carried to ex- 


treme lengths; similarly office 
staffs were frequently much larger 
in proportion, on the principle 
that office wages were low in 
proportion and therefore it was 
an econcmy to employ a large 
office staff to ensure that there 
was absolutely no waiting time. 


‘Conservatism’ 


Stanley Gilman § (assistant 
general secretary, Amalgamated 
Society of Lithographic Printers) 
said that the attitude of the 
American lithographic employer, 
as with most employers in the 
U.S.A., was to assume that last 
year’s methods were out of date 
and that there must be a better 
way if only they could find it. In 
marked contrast to this our own 
innate conservatism inclined us to 
continue in the same old way, if 
there was no compelling reason 
for improvement. Add to this the 
inhibiting mood of wanting to get 
back to the good old days and 
the wage earners’ fear that the 
bad old days might yet return, 
and was it any wonder that we 
were not making progress? 

Technical education in this 
country was reviewed by Major- 
General C. Lloyd (director of 
technology City and Guilds of 
London Institute). 

Since 1881, he said, a total of 
34,506 candidates in typography 
had been examined, Revisions 
of the syllabus since 1885-6 were 
undertaken in 1901, 1910, 1918 
and 1938. but there was no full 
technological certificate stage in 
lithography comparable to that 
in typography. 
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FORTUNE 


WEDNESDAY OCTOBER 31 


IN AID OF 


Ss ati B.S. 


THE FLEET STREET PLAYERS 


(Founder and Director : Frederick Griffin) 


ANNUAL SHOW 


ON 
MONDAY NEXT 


A Play by Philip King 
WILL BE PRESENTED AT THE 


* THURSDAY NOVEMBER | 
at 7 p.m. prompt 


ORCHESTRA STALLS 10/6, 7/6 
DRESS CIRCLE 10/6, 7/6 
UPPER CIRCLE 5/- 

ALL SEATS RESERVED 


BOX OFFICE 


Fleet Street, London, E.C.4. Telephone : CENTRAL 2412 


BUY TICKETS TODAY 
for yourself and your staff 


THEATRE 


Miss D. M. Hewlett (Carl E. 
Bedford) Ludgate House, 


SILK SCREEN ARTS Lt? 


97 SHIRLEY ROAD. CROYDON 
AOOI;SCOMBE 314 P68 
HIGHEST GRADE 
CLEAN & SHARP 
CRAFTSMANSHIP 


SPEEDY SERVICE 
) EXPRESS 4 
DELIVERY 


*“DAY-GLO’? pRINTERS | 


RENART 
STUDIO LTD 
EALING 3362 
» 4644 

7121 


| signifying 


| 
P.jJ.H. & W.S.E. 


Two well-known abbreviations in 
the technical publications world, 


two leading monthly 
technical journals — 
THE PLUMBERS JOURNAL OF 
HEATING 
THE WATER & SANITARY 
ENGINEER 


The former pre-eminent amongst 
| plumbers and heating engineers, the 
| latter now firmly established with 
| water and sewage purification and 
| civil engineers. Specimens and cates 


with pleasure, from the Advertise- 
ment Manager, 32 Finsbury Square, 
London, E.C.2. MONarch 1541. 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. BOBINSON 

STUDICS, LIMITED 

72a Plough Rd., Battersea, S.W.1I 
Tel. Nos. Battersea 5300 & 4886 


HARROW 
BILLPOSTING 
COMPANY 


rt 
37 SPRING STREET Ww. 2. 


| tain’s prize: 


| J. L. Verrinder. 
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Legal & Gazette 


EMBEZZLED £2,262 


Bradford City Court, Kenneth 
Wheatley (25), 65 Victor Street, Oak 
Lane, Bradford, who admitted embezzling 
£2,262 from his employers, Bradford and 
District Newspaper Co. Lid., within the 
last 18 months, was sent two prison for 
12_ months. 

Wheatley, who had risen from lift boy 
to sales representative in eleven years, 


embezziememt from his 

employers, involving £1,406, to be taken 
imto consideration. 

,prosecut.on said Wanetiey began 

his ty, 1950, 


that he borrowed £5 from his collections 
to repay a debt promised for a certian 
date, with the intention of refunding the 
moncy. When he found he cou 

do this he turned to dog 

later me desperate 

doubling up. 


BANKRUPTCY PROCEEDINGS 

Eisie Gertrude Beaumont (widow), 
carrying On business under the style of 
Dewsbury — ty Service, Bradford 
Road, ury. Yorks, Publicity 
agents. peer Onker and Order of 
Adjudication October 9 


WINDING-UP ORDER 
The Rye House Press Lid.. la Dean 
Lane, Fetter Lane, London. Winding-up 
Order October 8. 


WILLS 
ARNOLD STEPHENSON ROWNTREE, © 
Brook House, Thornton-le- Dale, Yorks... 


Lid., Di 
£17,323 Lis. 3 
value. (Duty paid £1. 719.)" 
Henry CASIMIR SMART, 
Cottage, Oakley Green, Berks., 
years director of propaganda for the 
Australian Government in 
some years o director of - 
—— (Australia) Pty. Ltd, left 


Henry HaMILTON Fyre. of 8 Downs 
East Dean, S 


New Companies 


Victoria Street, E.C.4. 
—T contractors, agents ag —_ 
Nomina: papal: 
A. * Marshall, 
. E. Sisver. 
tur 


A Display 
Coleman Street, E.C. 
ists and contractors. 


( ) 
tising and publicity business, 
wireless, television Or other broadcasting 
Services. _Nominal capital: 
scribers: E. Belton and 
Reynolds and 


—_ Nomi 
rect G. Ae Reyno'ds, Mrs. 
» Reynolds. ‘and A C. Gibson. 

Sign makers and 
writers. Nominal capital: £1,000. Direc- 
tors: 3 F. Cross and Winifred G. Cross. 

Led., 1 Hatton Garden, 
* “Advertising and publicity agents. 


. irectors: 
Price, B. C. Clarke and 


Liverpool) Ltd., 

. Liverpool, 6. Manufacturers 
of hot and cold cathode luminous tubes 
and signs of ali kinds, electrical contrac- 

\ Nominal capital: 
. Dougherty and A 
Service ( * Agents) 
Ltd., Art House, Manette Street, W.1. 
Nominal ca tal: £1,000. Directors: S. N. 
vies and C. S. Sutherland 
Advertising Inventions Lid. 350/56 
Kennington Lane, S.E.11. Advertising 
display and showcard designers and 
manufacturers of all advertising med.a. 
Nominal capital: £500. Directors: F. M. - 
Clare and < Graham. 
Firth Letd., a Joba Street, 
w.c.l. Nom na! > 000. 


atone Lid. 'S Bowling 
Publis»ers. ote. 
oO! 


Tectors: ° ur. 
. Mawdit, T. A. Pratt and 
White. 
ys Ltd. Display pro- 
ducers. Nominal capial: £1,000. Di 
tors: B. McLeod-Kennedy and S. 


treet. ‘ ‘ 
remains at 95 Renficld Street. 


Le CRERAR, 


Pictorial, left £480 3s. 
Wiiuiam THomas Lesure 
of 56 Stretton Road, icester, 
writer of Le-cester —— 
- £1,938 10s. id. gross, £1,789 4s. 


. to Temple ‘Bar House, 
EC.4. 


Scott Greenwood & Son Lid., pub- 
lishers of Paint, Oil and Colour Jounal, 
eS vod and Glass Trade Review 

Press Building, 83/86 
Farrinedon Street, 4. 


Golf 


~~ G. P. Jackson Is N.A.G.S. New Captain 


Nearly 70 players took part in 
N.A.G.S. autumn meeting at Berk- 
shire last week. The annual general 
meeting and supper followed. 


Results: 

Morning, Red _ course, Lord 
Camrose Trophy: W. S. Robinson, 
73—4=69. Scratch prize: W. S. 
Robinson, 73. Best first nine: 
J. C. W. Daniels, 37—3=34. Best 
second nine: . Jackson, 

=35. Blue course, C.P.O.S. 

Cup: Dennis Passmore, 80 — 10= 70, 
after tie with E. A. Hertz. Scratch 
prize: J. W. Foley-Brickley, 77. 
Best first nine: E. Noel Evans, 
Best a nine, Guy 


Afternoon foursomes for Cap- 
. W. G. Needham 
and J. C. W. Daniels, all square, 
after tie with S. H. Tilbury and 
Best first nine: 
J. Everett and C. Glover, after a 
tie. Best second nine: W. A. Slark 
and A. F. Gould, after a tie. 


National Trade Press Trophy for 
best aggregate spring and autumn 
meetings: ennis Passmore, 
74+ 70= 144, after a tie. 

1952 officers: Captain, G. - 
Jackson; vice-captain, L. 
Needham; hon. treasurer, G. Dos. 
bar; secretary, Philip G. egg 
committee: W. E. Blanch, K 
Braddon, H. M. Garland- Wells 
L. M. Masius, E. C. Millard, J. B. 
Melhuish, T. R. Parry (all re- 
elected) and T. V. Boardman 
Philip Wilson. 


Ads. In Timetable 


For the first time in the history 
of the combined fare and timetable 
booklets issued by the Salford Cor- 
Poration Passenger Transport 
Department, advertisements are to 
be incorporated in the 1951-52 
edition. Responsible for this in- 
novation is J. Seymour, manager 
of the Grove Publishing Company 
(Manchester) Ltd. 
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CURRENT ADVERTISING 


Shilling Booklet—£3,000 Campaign 


Aims of Industry 


Ltd. launched their first advertising campaign 


last Friday with 11 in. triples in the “News Chronicle” and Glasgow 


Sunday Chronicle, Daily Graphic, 
Star, and the Daily Herald. Amus- 
ing illustrations from the booklet 
are included in the advertisements. 
Two hundred orders for the book- 
let were received in the first post 
on Monday morning, a demand 
which has been maintained in every 
post since. f 
Next month half-pages will appear 
in Truth, Statist, Economist, and in 
the December issue of Every- 
body's. 7 ; 
The campaign is being handled 
by E. W. Barney Ltd. 
” ~ * 


ACCOUNTS MOVING 
Perfume Account 
Switches Agency 


As from January 1 Napper, 
w Ltd. will handle 
the advertising for Delavelle (G.B.) 
Ltd. This firm are the manufac- 
turers of Delavelle Blue Orchid 
brilliantine and Delavelle perfume. 
Campaign details are now being 
completed. 
* * * 


NEW_ ACCOUNTS 
Potts Get Brace 
Publicity Scheme 


Richard Potts & Partners Ltd. 
have been appointed to handle the 
men’s wear trade scheme to encour- 
age women to give Christmas gifts 
of braces, belts and garters. 

The scheme is a combined effc,t 
by the National Association of 
Brace, Belt and Suspender Manu- 
facturers, the Wholesale Textile 
Association and the National Asso- 
ciation of Outfitters. 

Advertising will appear in mass 
circulation women’s papers during 
November and December carrying 
the slogan “Most men need new 
braces” coupled with the .illustra- 
tion of a lively trade figure. Dis- 
play material is being distributed 
and window displays will link up 
with national advertising. 

* ~ * 

New clients for Paul E. Derrick 
Advertising Ltd. include Gardiner 
Travel Service (continental coach 
tours) and R. W. Gamble & Co., 
Ltd. (Satchwell quilts). 

* * - 
NEW CAMPAIGNS 


New feature of a Biro Christmas 
campaign is a commercial film 
which will be shown at 500 cinemas 
throughout the country. Large 
posters are already appearing on 


“poster sites throughout the country 


and posters are to appear on 
stations and buses. Press advertis- 
ing will cover national and pro- 
vincial newspaners, weekly periodi- 
cals and monthly magazines. C. J. 
L ane. are = agents. 


ie 
Advertising for Holmes of 
orwich is to appear in Voeue, 
Harper's Bazaar, Scotlands Maga- 


The campaign features the 
giv 


’s shilling 


This cheerful little figure will be 
featured in the “Buy braces for 
hristmas” ads. 


zine and other publications. 
National dailies and Sundays and 
Country Life, Punch, Queen, Tatler 
& Bystander, and Homes 
Gardens will be used for Kumf-ces 
and Husk-ees shoes. Agents are 
Paul E. Derrick Advertising Ltd. 


> o 
It’s Trinder § ‘4 
They’re After. 

It is understood that at least two 

advertising agencies are after the 

se'vices of Tommy Trinder for 

a@ programme on Radio Luxem- 

bourg. This follows the announce- 

ment that when the present series 
of six Trinder Box programmes 
on the B.B.C. comes to an end 
the show will not be continued. 
aX RP Ma Mo Nor Nort 


Space has been booked in a long 
list of women's magazines and 
periodicals for Abraizo, kitchenware 
cleanser. This product, manufac- 
tured by J. & A. McFarlane Ltd, 
is now on the market for the first 
time since before the war. Agents 
are T. rr Browse Ltd. 


* 
Mazolyn coloured polishes have 


Jaunc an intensive campaign in 
the Birmingham and Wolverhamp- 
ton area. Sixteen-sheet posters are 


appearing supported by Press ad- 
vertising. Agents are S. C. Peacock 
Ltd. (Liverpool). 

* * * 

Woman, Woman's Own and trade 
Press will be used in a campaign 
for Proper Pride lingerie, made iy 
Stockleigh Hosiery Co., Ltd. S. H. 
Benson ‘Lea. are the agents. 

* * * 
Mather & Crowther Ltd. are 
lacing new advertisements for 

li and B.P. motor oil in 
national dailies and Sundays, pro- 
vincials and the motor trade Press. 


The theme is, “Change of season— 
change of oil—change now at a 


Shell and B.P. station for better 
service.” 
* ” * 

The Winter Thomas Co., Ltd., 
have again been appointed to 
handle the advertising for the 
International Bicycle and Motor 
Cycle exhibition to be held at Earls 
Court from November 10 to 17. 
Space has been booked in national 
and provincial newspapers. 

* * . 

New advertising has started for 
Dubarry Perfumery Co., Lid. The 
campaign will feature mainly 
Creme- Shalimar hand cream. 
Women's magazines and trade Press 
are being used and the scheme will 
reach its peak just prior to Christ- 
mas. Agents are Ltd. 
* 


The 1952 campaign for Secto 
D.D.T. is now being prepared by 
7 vertising Service 


Commercial Ad i 

Ltd. (Manchester). Space is to be 
booked in provincial cvenings, 
Wife & Home, Woman & Home, 
My Home, Good Taste, Ladies 
Journal, Housewife and Woman's 
Weekly. This agency is also placing 
again for Grips Pastilles in provin- 
cial and suburban papers. 


A 12 in. x four column adver- 
tisement for Tide in last week's 
issue of the Herts Advertiser and 
St. Albans Times otiered a stain- 
less slicer in return for a top from 
a giant packet of Tide and a 
postal order for 2s. Ild. The 
advertisement was a test. Young 

Rubicam Ltd. are the agents. 


Recruiting advertisements for 
Civil Defence will start in the 
national Press on Sunday. Sixteen 
sheet ers will be displayed as 
from November 1. A _ recruitin 
film has been prepared. Genera 
posters and leaflets will be displayed 
at local offices of the Ministry of 
‘ood and Post Offices. During 
November mail will be stamped 


* * * 
PUBLIC RELATIONS 
ACCOUNTS 


Voice & Vision Lid. have been 
appointed public relations advisers 
to the ational Needle Arts 


Bureau which promotes the annual 
national home sewing contest. 


Design Research Unit produced and 
designed this counter display for 
oo Ltd. It stands approximately 
12 inches high and includes a disk 
with an eye photographed on each 
side which is lightly suspended and 
moves with air currents. 


ADVERTISER'S WEEKLY 
MORE CLUB NEWS 


‘Bad Marketing’ 


In America 


British manufacturers with an 
eye on American sales 
should pay greater attention to 
marketing, Alastair M. Dunnett, 
editor-in-chief, Kemsley News- 
papers, Glasgow, told members 
of the Publicity Club of Glasgow 
last week, 

Mr. Dunnett, who has 
recently been in the United 
States, said there was still great 
demand for quality goods, but 
bad marketing had spoiled recep- 
tion of good merchandise. 

There was too marked a 
tendency, he thought, on the part 
of British firms to send their “big 
bosses” to the States, rather than 
someone concerned with the 
actual manufacture of the 
product. 

So far as local daily news- 
papers were concerned, they had 
far greater importance than in 
this country. Circulation wars 
were unknown. 


A popular practice was for 


advertisers to sponsor  well- 
known comic strips and papers 
carried as many as twenty-five of 
these in one issue, 


Juniors Launch 
An Agency 


An exceptionally good attendance 
of Glasgow Club juniors success- 
fully launched the Tee Vee Co., 
Ltd. This imagina company, 
manufacturing portable television 
sets, has been formed to enable 
junior members operating as an 
agency, to work on a large-scale 
scheme on a national basis. Their 
allocation will be £75,000. 

Representatives of Tee Vee Co.., 
Lid., are: T. W. Wilson, managing 
director; Basil Young, sales mana- 
ger; and Florence, production 
manager; accounts executive, R. W. 
Wilkinson; space buyer, Margaret 
Butler; artist, A. Muir; production, 
J. MacLeod; direct mail, Duncan 
M. Wilkie; print buyer, T. Fair- 
bairn; accountant, a Lawson ; 
copywriter, J. T. Jack. 

Allied trades are: Photolitho and 
letterpress printing, C. Follett and 
G. H. Paskell; posters, J. Best; 
publisher's representative, Douglas 
Hamilton. 


In A Few Lines... 


Instruction evenings for bridge 
players are being held by London 
Club throughout the present session 

. and, following upon the suc- 
cess of last year’s competition, a 
knock-out billiards tournament has 
been arranged. . . . Junior section 
of the Glasgow Club are to operate 
as a mock advertising agency. .. . 
For the first time the chairman of 
the London Club is an active mem- 
ber of its public speaking section. 
. . » S. Hardwick, Sheffield area 
organiser for the Economic League, 
will give cight lectures to the 
Sheffield Club's blic speaking 
class. . . . Nottingham Club meet- 
ing on November 30 will be devoted 
to a lecture on “Ideas and copy- 
writing’ by G. E. Genge of 
Advertising Ltd., Leicester. « 
A billiards sub-committee for the 
Aldwych Club will be elected next 
Tuesday, 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ENGINEERING FIRM, West London 
area. require artist for technical publi- 
cations, line and tone. Experience of 
similar work essential. S-day week. 
State age, salary required, experience 
und when free 
Box 111 Ad. ‘Weekly 180 Fleet St EC4 


To Salesmen and Agency 
Executives with 


DISPLAY & EXHIBITION 
EXPERIENCE 


We want a Sales Representative 
for special work in London. He 
should be of good appearance and 
personality and accustomed to deal 
at Director level. At least three 
years’ Display and Exhibition 
experience is essential. The posi- 
tion is most suitable for a man 
around 30 but the over 40's are not 
ruled out. 

This is an interesting, progressive 
and permanent position with good 
salary for the right man. Write 
fully—no telephone calls please—to 
Sales Director 


LEON GOODMAN DISPLAYS LTD. 
119/125 Whitfield Street, W.1 


GENERAL ARTISTE required. must be 
experienced in line and lettering. Under 
experience and salary re- 


__Box 85 Ad. Weekly 180 Fleet St EC4 
PROGRESSIVE STUDIO in Fleet Street 

area_ require Retouching Artists, Male 

or Fema'e, good oer and prospects. 

S-Gay week. Writ 

__ Box 41 Ad _Weekly 180 Fleet St EC4 
SALESMAN: Bus adveriis ng: so’e rights. 

towns near London. northwards. Must 

carn by results, €2.000 p.a. Prepared 

to travel. Age. record 

Box 123 Ad. Weekly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 35s. per 
APPOINTMENTS WANTED, 3s. per line. 


, 358, per dsplay pane 


An ones 


¢‘assifications, 4s. per line, 45s. per “aisplay — inch. “tinue, 3 5 tines Box No, 
all 


charge, one line plus 9d. covering 
advertisement: 


s © seven insertions MUST. BE ‘PREPAID. A 
Weekly,” 180 Fleet Street, London, 


application: 
Address: “Advertiser's 


E.C.4. CHAncery 8844. 


APPOINTMENTS VACANT 


PRODUCTION MAN 


An opportunity exists for a 
young agency trained production 
man. Ability to adapt and cast 
advertising material and a Know- 
ledge of print buying would be 
decided advantages. Send full 
particulars and salary expected to 
T. G. SCOTT & SON LTD. 
9 Arundel Street, Strand, W.C.2 


COPY-WRITER_IMPROVER requ red by 
Advertising Department of medium 
size West of England factory. Apply 
Stating salary required | and giving parti- 
cu'ars “4 experience 
Box 121 Ad Weekly. “180 Fleet St EC4 


EXPERIENCED 
SECRETARY 


Shorthand -typist required by 
Advertising Manager of modern 
industrial organisation in 
Birmingham. Replies, giving full 
details, experience and salary 
required to 
Box 104 
Advertiser's Weekly, 180 Fleet St.,E.C.4 


ACCOUNTS EXECUTIVE with experi- 
pe ce in outdoor public'ty required 
Apply by letter only to Wide Publicity 
Lid., 1 Albemarle Street. London. W.1 


ditions. 


MATHER & CROWTHER LTD 


want a 


SENIOR ASSISTANT 
for their 


OVERSEAS DIVISION 


Applicants should have experience in the 
handling of a large volume of advertising in 
many territories and be fully conversant in 
dealing with rates, sizes and mechanical con- 
Travel and languages an advantage. 
Write Director, Overseas Division, Mather & 
Crowther Ltd., Brettenham House, W.C.2, 
Stating experience and salary required. 


*Phone your Classifieds 


VOUCHER CLERK required. Capable 

of deparument. Lon- 

S-day week. Write stat- 

ing previous experience and salary 
required to 


Box 152 Ad. Weekly 180 Fleet St EC4 


A first class opportunity for a 
CREATIVE 
DESIGNER 


Fleet Street Advertising Agency 
Offers position to artist in their 
creative section. The position 
Offers scope and every oppor- 
tunity to an experienced adver- 
tising artist capable of producing 
attractive, up-to-date, finished 
jayouts for general and technical 
advertising. He will have the 
co-operation of a large and fully 
expericnced studio staff in the 
Production of finished artwork, 
but the ability to produce more 
than just a visual is essential. 
Please write, giving detais of 
experience (no specimens at this 
Stage please), and state salary re- 
quired to The An Direcior 


DOWNTONS LIMITED 
TEMPLE BAR HOUSE * FLEET S1., E.C.4 


REPRESENIA- 
foremost weckiy 
country magazine Only tose who 
cs.abushed agency and national adver- 
liser cOnneculons necd app.y. Tne 
man we require is probabiy of mature 
age, yel prepared to work as a team, 

* possibiy wita younger coileagues. All 
rep.ies will be ucai wita personally by 
the Advertisement Manager, and wiil 

weaicd as stricly conidential. 
Kindly write to 
Box 136 Ad. Weekly 180 Fiect St EC4 

LETIERPREsSS PRINTERS od esiab- 
lisned wih modern worxs London, re- 
gqu.te Representative wiih good conncc- 
tion for colour and first cass commer- 
cial work, Some A.counts avaiiab.e. 
Write in first instance, stating present 
turnover, = i< A aes handied, expcri- 
ence, age, 

__Box 125 Ag. “Weekly 180 Fleet St EC4 

PROOUCTION MAN. We wani an 
energetic, experienced and ambitious 
young man in our Production Depari- 
men, Phone Produciion Manager for 
appointment Auger & Turner, Lid., 
GeRrard — 

WEosf LONDON Display Manufacturers 
have vacancy for a salesman. Experi- 
eme in the selling and technical pro- 
cesses of display are essential. Appli- 
cants should be between 25-40 years of 
age. Write, stating full details to 

Box 130 Ad. Weekly 180 Flee: St EC4 


ADVERTISEMENT 
TIVE required by 


EXHIBITIONS AND WINDOW DIS- 
PLAYS. Applications are invited for 
the appointment of Head of Exhibition 
Unit Applicants should have wide 
experience in the design of modern 
exhibition structures, window displays 
and porable dispiay screens. Previous 
experience in pharmaceutical and 
veterinary fields an advantage but not 
essential. The position is progressive 
and pensionable (contributory scheme). 
Write in first instance, giving tullest 
particulars regarding agc. experience 
and present salary to The Manager, 
Pub'icity Division, Burroughs Wellcome 
a om 83-193 Euston Road, London, 


CEMGRAL ARTIST. First cass man 
wanied by old established Ar Studio 
situated in the E Must be 
able to work in all mediums for 
finished ar-work and ty good know- 
ledge of figure drawin 
_ Box 128 Ad. Weekly 10 Fleet St EC4 

JUNTOR ASSISTANT required for Pub- 
licity Departmem of Petroleum Com- 
pany. About 20 years of age who has 
comp'eted national service. and with 
some know'edge of advertising depart- 
ment routine. Interesting and progres- 
sive post ly in own handwriting 
with particulars of age and salary re- 
_ to 

126 Ad. Weekly 180 Fleet St EC4 


Ocroper 25, 1951 


APPOINTMENTS VACANT 


WEST END AGENCY REQUIRES 


TYPOGRAPHER 


to fill vacancy arising from 
recent promotion. 

Essential qualifications are: 
agency experience, thorough 
practical knowledge coupled 
with initiative, and ability to 
adapt layouts with minimum of 
supervision. 

FULLEST DETAILS TO BOX 120 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


AGENCY TRAINED Production Clerk 
required, with knowledge of block- 
making and typography. Write or 
hone for appoin.mem. Production 
anager, Reid Walker Advertising 
Lid., Salisbury Square House, 
CENtral 8347. 

PUBLICITY DEPARTMENT of national 
advertisers require experienced short- 
hand Typist. Salary £6 10s. Od. e 
20/35. Apply. giving full details ot 
expericars and past ge to 

2 or ole Salisbury 


TYPIsT-CLERK cequired by well-known 
Fleet Street group of magazine and 
book publishing companies. Particu- 
lars of age, experience and approxi- 

mate salary required to 
Box 140 Ad. Weekly 180 Fleet St EC4 

WELL-KNOWN LONDON AGENCY 
requires Production Assistant with real 
initiative Must be experienced with 
blocks and scttngs. Right man would 
be given every opportunity for advance- 
ment Bonus and superannuation 
schemes. Write full particulars. 

Box 124 Ad. Weekly 180 Fleet St EC4 


YOUNG & RUBICAM 
LIMITED 
have an important 
position to fill in 
their Media 
Department. This 
appointment calls 
for the fullest 
experience in the 
planning and 
preparation of Press 
schedules and 
space buying. 
Write stating age, 
experience and 
salary required to 


Personnel Manager 


Roxburghe House 
285 Regent St., W.1 


YOUNG MEN, aged 20/25. required as 
space salesmen De- 
Pariments of well-known 
group of periodical publ shing com- 
panies. Some experience of space sell- 
ing - advantage but not essential. 
Box 139 Ad. Weekly 180 Fleet St EC4 


to CHA 8844 (Ex 23) 
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Tereede 


SECRETARY 


OctrosBer 25, 1951 


APPOINTMEN 


VACANT 


required by Editorial 
Director of well-known group of Fiect 
Street periodical publishing companics 
Particulars of age, cxperience and 
approximate salary required. in strict 
confidence, 10 

Box 141 Ad. Weckly 180 Fleet St EC4 


A FIRST-CLASS 
VISUALISER 


is required by big National 
Advertisers. The young 
man who will get the posi- 
tion is, at present, almost 
certainly employed in an 
important London Adver- 
tising Agency. He will be 
prepared to bring his 
creative skill to Liverpool 
for a good salary plus 
generous pension arrange- 
ments in a long-established 
business. Send no speci- 
Write fully, 
giving history, experience, 
salary required, etc., to The 
Advertising Manager 


mens now. 


J. BIBBY & SONS LTD. 
Liverpool, 3 
(Envelopes to be marked *Visualiser’) 


RETOUCHER /GENERAL 


RETOUCHING ARTIST. 


ARTIST re 


quired. First class work only. No be- 
ginners. Apply, Groome & ag Lid., 

6 Archer Street, W.1 Tel.; GE) 

8473/4. 

LAYOUT. “AND. “LETTERING ARTIST 
required by West One Studios Lid 
Phone LANgham 1523 for an appoint- 
ment eS = 

ASSISTANT ADVERTISING MAN- 


AGER required by North London firm 
manufacturing production power tools. 


Must be young, emergetic and have 
knowledge of advertising and some pre 
vious experience im the production of 
catalogues, leaflets and show stands 
The position will provide a good 
opportunity for the right man to 
dacvelop a new  dcpartment Some 
engineering knowledge an advantage. 
Applicants must give full details of 
education, experience, age and salary 
required Write 

Box 155 Ad. Weckly 180 Ficet St EC4 


required by 
London Studio Preference given to 
applicam. experienced in technical sub- 
Good salary offered and five 
Write in first instance. stat- 
. experience and salary required 


to 
Box 819 Ad. Weckly 180 Ficet St EC4 


CAN YOU SELL DISPLAY? 


A rapidly expanding display 
company needs an additional 
live representative in the 
London area who can appreciate 
the needs of National Adver- 
tisers in ‘“‘point of sale’’ and 
campaign advertising. 

A real opportunity for a man 
with proved ability who can 
ultimately become a living part 
of a firm that is GROWING 

Phone Richmond 5523 for appointment 


SILK SCREENED PRODUCTS LTD. 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACA 


PRODUCTION. Progressive agency re- 
quires a further young, but experienced 
production assistant to handle group of 


accounts imiuding block ordering, 
maintenance of records, etc. Five day 
Write, Crane Publicity Lid 
“Quality Court, 


House , Quality 
£ 


ane 
LEADING — ADVERTEANG AGENCY 
requircs an assistant, expericnced in 
checking charges for process blocks, 
typesetting and foundry work Apph- 
cants should oe quick and accurate at 
figures. Excellent prospects. 5 day 
week Write, stating age, experience 
and salary required to Secretary, 
Qe s Lid S Chancery Lane 


raBDi iCTION™ ASSISTANT. Excellent 
opportunity for teenager boy or gicl in 
London Agency. Tidy mind and some 
ability to type essential. Write, stating 
age, education, experience and salary 


To to 
Box 137 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


SHORTHAND-TYPISTS. Private Secre- 
taries, Clerks, etc. If you are in urgent 


INDIAN (28), A.S.M.A., M.A., F.S.S., 
now permanent resident in U.K. Wide 
experience with Indian and U.K. Ad- 
vertising Agencies—production, sales 
promouon, market research, editing, 
etc Seeks position with good agency 
Or commercial bouse. Please reply to 
_Box 151 Ad. Weekly 180 Fleet St BC4 

PRODUCTION CONTROLLER medium 
Sized agency desires change with scope 
for initiative Also cxperienced in 
dealing with clients, buying of print, 
artwork and space, preparing prelimin- 
ary  feports (including expenditure 
schedules), ete 
Box 134 Ad Weekly 180 Fleet St BC4 


YOUNG COPYWRITER 

London Agency, handling 2 

accounts, would prefer simi- 

lar job in SMALLER agency or 

entertainment publicity department. 

Very enthusiastic with 2 published 
novels to credit, 


Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING MANAGER, University 
fegree, flai. for writing, secks job 
Wox 129 Ac’. Weekly 180 Flest St ECA 

ARTIST, aged 22. requires Agency cxperi- 
ence as a designer. National service 
completed 
Box 122 Ad. Weekly 180 Fleet St EC4 


An immediate fresh niche is sought 


y an 
ALL ROUND CREATIVE LAYOUT 


MAN experienced and conversant 
with the creation and production of 
all forms of advertising . . . London 


or Sussex area. 


Box 154 
Advertiser's Weekly, 180 Fleet St., E.C.4 


JOURNALISTS AND AUTHORS ayvail- 

able for House Magazine and techni- 
cal journal production anywhere. All 
Press liaison, editing and publicity by 
experts 


Box 117 Ad. Weekly 180 Fleet St BC4 
HAD A TIRING DAY? 
Then you nee efficient ASSIS- 
TANT to take the strain. [| am 29, 
with wide experience of advertising 
up to appropriation allocation stage. 


and am looking for a post with an 
Advertising Manager or Senior 
Accounts Executive where initiative in- 
terest and versatility are appreciated. 


Box 133 
Advertiser's Weekly, 180 Fleet St., E.C.4 


Richmond 
LAYOUT. Established London Agency 
has a vacancy for layout artist. Appli- 
camt should be capable of producing 
g00d pencil roughs, and applications 
for this position which will carry a 
good salary should state age. ¢xperi- 


ence and salary required to 
Box 98 Ad. Weekly 180 Fice: St EC4 


CANADA—cxperienced advertising exe- 
cutive taking up residence in Toromo 
desires position with advertiser or 
agency. 

Box 13) Ad. Weekly 180 Fleet St BC4 

LETTERING ARTIST, 20. requires posi- 
tion with Advertising Studio. Previous 
studio experience 
Box 119 Ad Weekly 180 Ficet St BC4 

EXECUTIVE sceks position with scope 
Long experience in agencies and Adver 
tising Department. Specialist in techni- 
cal advertising Lomplcte creation 
and production lent contact 
Box 142 Ad Weekly 180 Fleet St BC4 


’Phone your Classifieds 


APPOINTMENTS WANTED 


JUNIOR ARTIST 


(Female), five 


years” 
experience creative layout and typo- 
ataphy in well-known agency, requires 
ee in Central or N.W. London 
v 
Box 132 Ad. Weekly 180 Fleet et St BC4 bC4 
GENERAL ARTIST requires free lance 
or full time work Greetings cards, 
a Illustrations. Also experi- 


enced ——. for 
FAnsthing consider 
Box 17 27 Ad. "Weekly. 180 Fleet St BCS 


YOUNG MAN, 22, “seeks ope Opening in 
Agency or Advertisement Dept. 2 years’ 
experience Advertisemem Dept. National 
Newspaper Copywriting ability 
Box 143 Ad. Weekly 180 Fleet Se EC4 


VISUALISI FINISHED ARTIST, 
female 6 years’ commercial experience 
requires position im progressive studio 

Box 144 Ad. Weekly 180 Fleet Sc EC4 


Exhibitions. 


YOUNG LADY secks opening in Agency 
or Studio. Would accept small salary 
in progressive gation Particularly 
keen on letterin 
Box 145 Ad Weekly 180 Fleet St BC4 


LETTERING AND GENERAL ARTIST. 
Airbrush work studio experience 
Box 148 Ad. Weekly 180 Fleet Si BC4 


PRODUCTION ASSISTANT with ¢ 
years’ agency experience, 
with prospects. xperienced 
ling process blocks. copy, print 
graphy. particularly layout adaptation 
Box 146 Ad Weekly 180 Fleet Si BC4 


YOUNG MAN, 20. secks ae. Draw. 
ing and lettering artist. experienced 
Box 147 Ad. Weekly 180 Fleet. St kc Zs 

PRODL CTION. 
=. 


First class man , 
typography Spe = “es 27. 
Ten years’ ecxpenence 

Box 135 Ad. Weckly 180 Fleet oy ECS 


FREE LANCE SERVICES 


REPRESENTATIVE (free lance), re- 
quired to take on additional line-—silk 
screen printing Good commission, 
old established firm 
Box 138 Ad Weekly 180 Fleet Mw EC4 

DRAWINGS FOR < every purpose by ex- 
Perienced commercial artists. W 
See ot i ceed Square 

$7 


TRACINGS. ~ Perspectives “Fine lettering 
work of any description. KEN 


BUSINESS OPPORTUN|TIES 


TO NEWSPAPERS & PUBLISHERS! 


Expert just returned from America 
now working successfully 


Part 
WiC. 


the best-known Publishers, can add a 
thud Complete or part promotion 
schemes, posters. circulation boosts— 
copy-—iayouts. Write 

Box 149 


Advertiser's Weekly, 180 Fleet St., E.C.4 


on ape on with office and staff in 
Yorkshire City can accept com- 
ieee representations. Ex- 
s in Theatrical, Press and Mail 
Order Publicity 
Box 76 Ad. Weekly 180 Fleet St BC4 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


The Chairman of an Export Pub- 
lishing Limited Company wishes to 
meet an expert 


SPACE SALES 
PARTNER 


who could take his place during his 
visits to the States on business and 
keep the sales of two good papers 
at a profitable level. 

This partner could either buy his 
way gradually into the position of 
Managing Director or he could 
invest his capital immediately into 
an expanding company at a profit in 
both dollars and sterling but he 
must be a working partner with full 
knowledge of SELLING SPACE in 
a first-class consumer paper. 


Apply by letter giving present 
earning capacity. Capital is not 
essential but shares must be bought 
each year out of earnings or some 
share Capital may be purchased to 
give an immediate Directorship to 
the right applicant. All replies will 
be treated in confidence. 


Box 116 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SHOW CARDS, CUT-OUTS, 
Book Jackets. Advertising Folders. 
etc.. by photo-litho or letterpress 
(own photo-litho process plant.) 
CARILLON PRESS LTD. 

Fine Colour Printers, Bournemouth 
Telephone: Boscombe 36835 
London Office: 98-100 Fleet St., E.C.4. 
Phone’ CENtral 1740 


ACCOMMODATION 


WANTED. Onc room in or near Fieci 
Street 
Box 34 Ad. Weekly 180 Pieet St BC4 


PRINTERS . 


OLD ESTABLISHED ictterpress printers 
imvite inquiries irom publishers and 
advertising agency, for priming monthly 
and quarterly periodicals and brochures 
Paper available 
Box 80 Ad. Weekly 180 Fleet St BC4 


SPECIAL ANNOUNCEMENTS 


See October 4 issue of Advertiser's 
Weekly, pages 52 and 53 for the 
Advertising Services & Sup- 
plies Section. November | 
will be the next issue containing 
these services. 


BOROUGH OF WORTHING 


OFFICIAL 


be placed in January 1952. 


Town Hall, Worthing 


GUIDE 1953 


Tengers are invited for printing and supplying 30,000 copies of 
the 1953 issue of the Worthing Holiday Guide. The order wil! 


copy supplied in August, and 


delivery required by December, 1952. Specification and further 
information available on application to the Publicity Officer 


Tenders in plain sealed envelopes should reach the under- 
d . 28th ! 


signed by 10 a.m. on W. 


Town Hall, 
Worthing 
6th October, 1951. 


ERNEST G. TOWNSEND 
own Clerk 


to 


CHA 8844 (Ex 23) 
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55/- (overseas) 


STOP PRESS 


‘HERALD’ RAN 
‘ANTI’-AD. 


“Daily a eve of poll issue 
carried 94 in. iL. ad. for — 
ot Industry “Can 
afford it?” ‘See “Cun yy 
ing. erald” published 


POPPINJAYS GOLF 
conte teigesy of Fleet Street ade 


SINCE NEWSPAPERS BEGAN the first condition of Png 7, 

news is that it should be reliable. Never have people felt THE TIMES 

this more acutely than they do now. To report the news say omy — oa 
faithfully and fully, to publish only what is well-informed THE TIMES 

and trustworthy — that has always been the purpose of a eo eed 
The Times. The reputation of The Times as the world’s THE TIMES 


, WEEKLY EDITION 
leading newspaper has been won in the past, and is Every Wednesday Price 6d. 


sustained today, by a news service of unrivalled scope anvil na a aTRY 
First Wednesday of Every Month 
Price 1s. 
THE TIMES REVIEW OF 


TODAY’S NEWS DEMANDS THE BRITISH COLONIES 
Quarterly Price 6d. 


TIMES THPROCRESS OF SCIENCE 
Quarterly Price 6d. 


and accuracy. 


Published b: ag BUSINESS PUBLICATIONS, Led., at their office at 180, Fleet Street, London, E.C.4. 
October 25, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, 
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